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Rough Proofs 


Miss Margaret Truman got a 
Hooperating of 18 on her initial 
radio broadcast, which is almost 
as good as her pappy could have 
done. 

ae Re 

Ray Vir Den says advertising 
agencies lag 10 years behind their 
clients in cost accounting. That’s 
why the clients always let the 
agency boys pick up the lunch 
checks. 

> 3 FF 

The OPA is no longer writing 
the rules, but business men, in- 
cluding buyers of electric motors, 
newsprint and sheet steel, will bet 
you there’s still a black market in 
those commodities. 


Arno Johnson ‘has some figures 
that go to show that not more than 
75% of the ladies take a bath as 
often as once a week. Maybe the 
soap makers and plumbing com- 
panies should send out some mis- 
sionaries. 


“Broadly speaking,” says Mod- 
ern Industry, “management men 
want to know ‘why’ more than 
‘how.’ ” 

And particularly when they lose 
the order. 


| 
Grove Laboratories has sued an| released Thursday in the en ol Secret Report 


idvertising journal for $1,000,000 
for a casual remark regarding 
their financial standing, and so 
far no one on the paper has said, 
“Thanks for the compliment.” 


v 
A California ‘manufacturer of 
bathing suits is telling readers of 


Free Press 


‘Save Yourselves, 
Commission Warns 
Agencies of Press 


Report on Freedom 
of Press Completed 
After 4 Years’ Study 


Cuicaco — After deliberations 
lasting four years, the Commission 
on the Freedom of the Press an- 
swers ‘‘yes” to the question, “Is 
freedom of the press in danger?” 

By “press” it refers not only to 
|newspapers, but also to other 
|media of mass communication— 
radio, magazines, motion pictures 
and books. 

The findings, destined to form 
|a new starting point for future 
|discussion of the problem, were 


|book, “A Free and Responsible 
| Press,” published by the Univer- 
sity of Chicago. The 13 commis- 
|/sion members arrived at the find- 
ings unanimously. 

| The commission was financed by 
grants of $200,000 from Time, Inc., 
‘and $15,000 from Encyclopaedia 


Commission Calls 


for Greater Self-Regulation 


vjte Radio Takes Worst 
== Beating in White's 


~~ |"American Radio’ 


Agencies Are Called 
Main Fly in Ointment; 
NAB's Flag-waving Hit 


Cuicaco—Broadcasting took an 
awful “one-two” last week, from 


the Commission on the Freedom 
of the Press. 

The philosopher-heavy commis- 
sion landed what seemed a solid 
body blow Thursday when it re- 
|leased its report on “A Free and 
Responsible Press.” But that was 
only ae feint. “The American 
Radio,” unhooked the following 
day, tore through U. S. radio in- 
terests with far more devastating 
effect. 

Released by the University of 
Chicago Press (at $3.25), the spe- 
cial report on radio, authored by 


liste Galdeitligees =: 
“~Ffitsta” 
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| TIE-IN—With this copy, Woodbury will 
start a national magazine and Sunday 
| supplement drive, tieing in its Fiesta 
| cosmetics with the M-G-M picture of 
| the same name. Robert W. Orr & As- 
| sociates is Woodbury's agency. (Story 
on Page |7.) 


a 


Urges Boosts in 
Ind Class Rates 


lished on radio. Coming with the 
commission’s full approval, and 
with some new recommendations 


Vogue that his latest model will | Britannica, Inc. Robert M. Hutch- | 
make its wearer look “every inch |jns, chancellor of the University | 
a lady.” of Chicago, is chairman of the) 


By STANLEY E. COHEN 
WASHINGTON—The parade of in- 


|of that august body, it cannot 
|easily be dismissed as the work 
of one disgruntled “crackpot.” 


Can’t she save just one little 
inch for something else? 


Penn Mutual” has joined the 
growing ranks of companies which 
are celebrating their 100th anni- 
versaries, and so far none of them 
has reported how it feels to be 
born in the middle of a war. 


a Ls 
Gladys the beautiful receptionist | 


says she sees Detroit is being ad- 
vertised as the banner market of 
the nation, and she thought all 
along that town was Nashville. 


Although only ‘about half of the 
druggists surveyed by the SEP 
and the NARD use the display 
material supplied by manufac- 
turers, there’s a faint hope that 
the others are conscious of the 
waste paper salvage drive. 


‘emurgy,” ‘says your che- 
my ° friend Wheeler McMillen, 
“te s us to take a bag of beans 
and ae up with an automobile 
door.” 


String, lima or soy? 


, v 
Newcomb & Sammons insist “the 
trend away from the gossip type 
of employe publications is certain 


and marked,” while Charles J. 
Allen says they should feature 
personals and human interest 
items. 

Sounds like the opening of a 
00d scrap. 


They say keeping everlastingly 
at it brings success, but Smith 
Brothers cough drops have now 
been on the market for 100 years, 
and people are still coughing. 


commission; Zechariah Chaffee Jr., 
professor of law at Harvard Uni- 
versity, is vice-chairman. 


3 Reasons for Danger 


Three reasons are given for find- 
ing that freedom of the press is in 
danger: (1) The press has grown 
so big that too few can express 


| it; (2) the few who do use it have 
not provided adequate service to 
the public, and (3) those who di- 
rect the machinery of the press 
frequently engage in _ practices 
|'which society condemns and 
| which, if continued, it will inevi- 
| tably try to regulate or control. 

| The commission does not see 


‘any chance of immediate loss of 
| freedom of the press. Freedom of 
/expression, it points out, has 
|always been in danger and always 
| will be. The commission warns 
that government controls, owner- 


(Continued on Page 38) 


Congratulations 


turned into sales effort 
in “The Pay-Off,” Page 


_ 935. Other features: 


Ad-libbing bas 12 
| Advertising Market Place 36 
Department Store Sales 30 
Ry FE ed: 
Getting Personal 16 
Information for Advertisers 12 
In Washington . 26 
Photographic Review . 47 
Private Lines ... . 24 
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Copy Cus. 


their ideas and opinions through | 


ship or regulations might cure | 


Voice of the Advertiser 44) 


dustry witnesses on postal rates 

was interrupted Tuesday to en- The Agency Is Satan 

able Charles A. Zeiss, retired) The book does not call broad- 
comptroller of American Tele-| casting completely bad. But Mr. 
phone & Telegraph Company, to) White has so much to say against 
tell House postal committee mem-| it that even his compliments seem 
bers of a plan to eliminate all) like sledgehammer attacks. 

| pretense of a “subsidy” for news- A principal theme is that the 
papers, magazines and other sec- National Association of Broadcast- 

(Continued on Page 54) (Continued on Page 32) 
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Last Minute News Flashes 


Riggio Launches Test for Drake Cigarets 

BrROOKLYN—Riggio Tobacco Corporation is testing a new cigaret, 
Drake. Sample distribution has been achieved in the New York met- 
ropolitan area, and ad plans are expected to be announced shortly by 
Riggio’s agency, Ridgway, Ferry & Yocum. The cigaret is conven- 
tional size, is packaged in a white cup pack, with a four-color mal- 
lard on the cover. 


Van Brode Promotes One-Cent Sale 

CLINTON, Mass.—Van Brode Milling Company, which appointed 
Hirshon-Garfield, Boston, last December, is using 476-line insertions 
in daily newspapers of 50 cities across the country to promote an offer 
of two packages of Van Brode variety breakfast cereals for one cent 
| over the regular retail price of one package. The offer applies to Van 
Brode’s individual five-pack combination. 


Ford Denies ‘Another Agency’ Rumor 

Detroit—Ford Motor Company, now engaged in building a separate 
dealer organization for Lincoln-Mercury cars, denies a report that a 
separate advertising agency will be appointed. J. Walter Thompson 
Company handles all advertising for the company and its dealer 
groups. 


API to Decide Agency This Week 

| New YorK—Two agencies of the dozen originally consulted on the 
American Petroleum Institute account (AA, Feb. 17), are still work- 
| ing on the account, H. L. Curtis, chairman of the API advertising 
| committee, told AA. The agencies are Sullivan, Stauffer, Colwell & 


Bayles and J. M. Mathes, Inc. A final decision will be made April 1, 
he said. Mr. Curtis also said that agencies of various billings were 
| asked to participate, not only of $10,000,000 billing or more. 


(Additional News Flashes on Page 55) 


Schenley Swings 
Scythe on Sales 
and Advertising 


Despite Profit Rise, 
Reported Dealer Glut 
Causes Mass Firing 


NEw YorK—March went out 
like a lion at the headquarters 
of Schenley Distillers Corpora- 
tion in the wind-swept tower of 
the Empire State building. 

The specific lion was reported 
to be Lewis S. Rosenstiel, chair- 
prone: of the board, who has for- 
/gone his usual winter vacation in 
Arizona to be with his flock. 
| The specific reasons—piling up 
of Schenley and other whiskies 
on shelves of the nation’s pack- 
,age stores; reduced night club 
jand other on-premise whisky 
| sales, combined with a report by 
“efficiency experts” Booz, Allen & 
| Hamilton on ways in which $750,- 
000,000-a-year Schenley' might 
“economize.” 

The results—the reported firing 
of from 200 to 800 Schenleyites, 
reduction of Schealey’s over-all 
$14,000,000-a-year ddvertising 
program, and of prices on some 
brands. 


Llewelyn White, is by far the best- 
documented indictment ever pub- | 


Profit Is Higher 


| All this comes at a time when 
|Schenley has reported a consoli- 
dated net profit of $26,290,870 for 
the six-month period ended Feb. 
|28, as compared with $25,773,136 
|for the same period a year ago. 
Earnings per share rose from 
| $7.15 to $7.30 in this period. 

No responsible Schenley execu- 
tive is “available” to confirm or 
|clarify all the reports which are 
being blown about. Of five top 
advertising, merchandising and 
market research executives (AA, 
Sept. 9) only two, Hal M. Chase 
and K. H. Seidel, are said to have 
survived. Mr. Seidel is now in 
\charge of all whisky advertising. 
| Jeffrey W. Clapp has been elected 


Langer Delays 
Action on Hawkes 
Bill for Censuses 


WASHINGTON—William Langer, 
(Rep., N. D.), chairman of the Sen- 


| ate post office and civil service 
committee, will not report S554, 
ithe Hawkes bill for a Census of 


Business and Manufactures, until 
after April 15, committee sources 
said Thursday. 

Though the bill was unanimously 
|}approved at a committee meeting 
Monday, Senator Langer has 
promised to hold it until the com- 
mittee has considered a rival 
measure, S6, Senator McCarran’s 
bill for a Census of Transportation. 

Senator McCarran, who ap- 
proves the plan for a Census of 
Business and Manufactures, re- 
portedly protested when the com- 
mittee gave the Hawkes bill pri- 
ority over his measure. 
| (Earlier action on the Hawkes 
measure, which won unanimous 
committee approval, is reported 
on Page 20). 
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vice-president of Schenley, in 
charge of sales in the 17 monopoly 
states. A number of middle- 
bracket advertising executives 
have left and, at this writing, 
changes are still being made. 
Although blended whisky cam- 
paigns—the largest of which is a 
$3,500,000 campaign for Schenley 
Reserve—are being curtailed, it 
is said, expenditures are being 
expanded for straight and bond 
whiskies, now returning to 
market. The bonds will be pro- 
moted together as a group, and 
later in individual campaigns. 


Ups Golden Wedding 


Golden Wedding straight 
whisky, for example, will have a 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


STrodemerts Rog U.S. Pet OF 


larger campaign. This will coin- 
cide with reduction of about 50 
cents a quart in the retail price 
of this whisky, to about the level 
at which it was sold prior to the 
ending of OPA restrictions last 
fall. 

Although no account changes 
have been reported, certain ac- 
counts will become dormant as 
the campaigns for these products 
are suspended. 

Schenley agencies are Biow, 
Federal, Kleppner, McCann-Erick- 
son, Weintraub and Weiss & 
Geller. 

The sales staff is reported to 
have been reduced 15% in the 
last few days. 


Launches Shoe Campaign 
The A. S. Beck Shoe Corpora- 
tion, New York, will launch this 
week a spring advertising pro- 
gram, its largest for men’s and 
women’s shoes since shoe ration- 
ing. A _ schedule of 1,600 and 
1,000-line insertions will appear 
in 42 daily newspapers in 32 
cities. Dorland International-Pet- 
tingell & Fenton is the agency. 


NNPA Executive 
Hits BMB Claims 
as Preposterous’ 


New Yorx—The measuring 
techniques of the Broadcast Meas- 
urement Bureau were described 
as “preposterous projections” in a 
publication of the National News- 
paper Promotion Association last 
week. 

The association was seeing red 
because of a claim by Dr. Ken- 
neth Baker, director of research 
for the National Association of 
Broadcasters, that “_BMB in radio 
was better than an ABC state- 
ment.” 

Dr. Baker also struck fire with: 
“What does ABC tell you except 
that so many thousand people 
bought your paper? BMB at least 
tells you that people listen to 
your station—not just that they 


You’ve got to 
make money 


to spend 
money! 


One thing we know for sure about our 
825,000 Elks — they’re spenders. When an 
Elk buys, he buys the best that he can afford 


—and he can afford the best. 


It stands to 


reason. Elks are good, sound, substantial 
business and professional men. 


More than half of them (51.1% .to be 
exact) own their own business. 16.6% of the 
Elks are professional men — doctors, attor- 
neys, dentists, judges. And another 15.3% 
are employed business executives, key men in 
some of America’s largest industries. 


Naturally, they have way above-average 
incomes — and the way they live reflects it. 
A whopping 60.4% of the Elks own their 
own homes. Another 85% own automobiles. 
Elks enjoy their leisure; 56% fish regularly 
and 41% hunt regularly for recreation. 


All these things take money. Elks have 


money. 


Elks spend money. 


If you have something to sell to important 
men with money — The Elks Magazine 


should 


aha = 


carry your selling message. 
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Coming tis Week! 
_- Borden's Quality Dairy Products 
0 in Fiber Containers 


z 


Wy Seder WS gue whe gent 


FOR HOME DELIVERY—This is one of 
the 860-line newspaper ads introducing 
Borden's fiber container for home deliv- 
ery of milk in Owosso, Mich., and sur- 
rounding towns, through Young & Rubi- 
cam, New York (AA, March 24). 


can hear it but don’t—like leaving 
the paper unread on the front 
porch or in the bus or wrapping 
up the garbage in it.” 


‘Something of a Clown’ 


In NNPA’s “promotion note 
book,” Pierre Martineau, Chicago 
Tribune, said: “A person must 
be something of a clown to im- 
ply that people buy a newspaper 
to wrap up the garbage instead 
of reading it. Or buy it and leave 
it on the bus unread.” 

To find the coverage of in- 
dividual stations, BMB sent out 


{500,000 questionnaires to people 


in every one of the country’s 3,000 
counties “with a little gadget for 
a premium,” he said. 

“Then, with great hosannas, 
radio shows the listenership fig- 
ure for each station in every 
county where at least 10% of the 
returned questionnaires indicated 
they had heard that station in the 
past week,” he said. 

This figures out to 83 question- 
naires per county, continued Mr. 
Martineau, and if the average 
county has 20,000 people, that’s 
4/10th of 1% coverage. But in 
order to scratch, a station has to 
get only 10% of the listeners, “so 
if eight people report listening to 
a station, BMB projects this to 
state that 10% of all the people 
in the county are regular listen- 
ers and this reasoning is 
supposed to be better than our 
statements of paid _ circulation 
averages for a year period.” 


OAI Appoints Todd 
Gen'l Sales Manager 


Outdoor Advertising Incorpor- 
ated, New York, has appointed 
Gerald B. Todd general sales man- 
ager. Mr. Todd has been with 
OAI in the San Francisco office 
since the organization of the com- 
pany in 1931, and since 1941 has 
been Pacific Coast manager. 

He entered the outdoor adver- 
tising field in 1921 with Foster & 
Kleiser Company in San Francisco. 


Two Join Tatham-Laird 
Eldon Rohrsen, formerly with 
McCann-Erickson, and John de 
Bevec, formerly media director 
of Batten, Barton, Durstine & 
Osborn, have joined Tatham- 
Laird, Inc., Chicago, as produc- 
tion manager and director of 
market research, respectively. 


Huffman Forms Agency 


S. L. (Sam) Huffman has re- 
signed as an account executive of 
Griswold -Eshleman Advertising 
Agency, Cleveland, to open his 
own agency, Huffman & Co., with 
offices in the First National Bank 


building, Canton, O., and at 1515 


Euclid Ave., Cleveland. 


Elects Kanaske V.P. 


Art Kanaske has been elected a 
vice-president of Behel & Waldie 


& Briggs, Chicago agency. 


Advertising Age, March 31, 1947 


NAB Adds Fair, 
Howard, Richards 
in Key Jobs 


WASHINGTON—The National As- 
sociation of Broadcasters last week 
named three new departmental di- 
rectors. 

Robert K. Richards, now edi- 
torial director of Broadcasting, be- 
comes director of public relations 
April 14. 

Harold Fair assumes the duties 
of the NAB’s newly created post 
of director of program department 
on April 1. Mr. Fair for the last 
12 years has been program direc- 
tor of WHO, NEC affiliate in Des 
Moines. 

Royal V. Howard, chief engineer 
of KSFO, San Francisco, will sup- 
ervise NAB’s technical activities 
as director of engineering, starting 
May 1. For the last 14 years he 
has been with the Associated 
Broadcasters as vice-president in 
charge of engineering. 


Membership at 1,242 


NAB has more than doubled its 
membership since 1940, the as- 
sociation pointed out. Out of a 
total of 1,571 AM stations (licensed 
and construction permits), the as- 
sociation has enrolled 1,027. 

At present NAB’s total mem- 
bership is 1,242, the remainder 
consisting of 91 FM, 2 television, 
3 network memberships and 119 
members in trades related to 
radio, transcription companies, 
equipment manufacturers, etc. 


Swift Tests Package 

Swift & Co., Chicago, is using 
newspapers and spot radio in 10 
markets scattered throughout the 
U. S. to test a new cellophane 


package of Swift’s frankfurts. 
Copy in 1,000-line ads says, ‘“‘“Now 
it can be sold . . . tender, luscious 


franks with taste delight 
packed in the exciting new 
‘flavor-saver’ pound package.” J. 
Walter Thompson Company, Chi- 
cago, is the agency. 


Ups Old English Drive 

Boyle - Midway, Inc., household 
division of American Home Prod- 
ucts Corporation, New York, next 
month will increase from 242 to 
381 the number of newspapers 
used in its Old English wax cam- 
paign. Ads will appear weekly 
for the wax and—in 360 papers— 
for Old English polish. The drive 
will continue 26 weeks. Earl Both- 
well Advertising Agency, Pitts- 
burgh, is the agency. 


WGAY Appoints Walker 


Station WGAY, serving metro- 
politan Washington, has appointed 
the Walker Company, New York, 
as its exclusive representative. 


Y GREENWICH | 
LEADS! 


In Greenwich, Conn. 
(34,000 Population) 


Retail Sales 


in 1945 were 


$43,792,000 


(Source—1946 Sales Management) 
This Market 
Deserves Your 
“A” Schedule 
In 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America’ 
Nationally Represented by 
ALL, BREWER & KENT, INC. 
ew York Chicago Boston 
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In only six issues, this exciting new magazine, SPORT, has 


climbed to over 425,000 circulation on newsstands alone! 


No other 25¢ magazine in publishing history has ever ap- 
proached that record! 


Combined with its subscriptions (sold at full rate only), 
SPORT is rapidly approaching its first half million circulation. 


The reason? 


SPORT is America’s only major magazine keyed to America’s 
millions of sport spectators. 


SPORT has captured on paper for an ever-growing number 
of magazine readers the thrill, the color, the excitement of top 
spectator sports. 


Yes, SPORT is going places! Go places with it! 
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Forms Analysis Firm 


Sherman Fairchild & Associates, 
which will specialize in business 
analyses and forecasts, with em- 
phasis on technical development, 
has been formed in New York by 
Sherman Fairchild, who will con- 
tinue as chairman of the board of 


Fairchild Camera & Instrument | 


Corporation. He is also connected 
with Fairchild Aerial Surveys, 
Ine. 


job on Better 


Harry Holmes, 
of the world famed 
Bear Creek Orchards, 
Medford, Oregon 


Write for full story 
1135 S. E, SALMON ST. * PORTLAND 14, OREGON 


"You are doing a great 


Fruit."' 


Paper Production 
Hits Record Peak, 
Commerce Reports 


WASHINGTON — Despite a short- 
age of freight cars, paper and 
paperboard production in January 


reached an all-time high of 1,-| 


| 763,000 tons, more than 10% above 
| the same month of 1946, the Com- 
|/merce Department reported last 
week. 
The department noticed a ten- 
dency for prices of particular com- 
| modities in the industry to diverge 


from the general rising prices that 


|have accompanied the production 


and consumption peaks of recent 


| months. 


| Although the industry expe- 


|rienced difficulties with transpor- 
|tation and shortages of chemicals, 
January output benefited from in- 
creased productivity of labor, 
|greater productive capacity and 
| increased supplies of pulpwood at 
/the mill. 


| America was 10% above January, 
1946. Canada’s output went from 
_December’s 342,000 tons to 370,000 
| tons, with mills running at 101.1% 
of capacity. 


‘Underwood Presents Film 


| Underwood Corporation, New 
| York, previewed last week a new 
'educational sound movie, “The 
Duties of a Secretary,” produced 
through National Educational 
Films, New York, which will be 
| distributed to public and business 


Newsprint production in North) 


| schools. The half-hour film, based 


on a survey of educators through- 
out the country, is designed to 
meet curricular needs, and carries 
no advertising. 


Goebel Quits Pacific; 
Joins KOOL and KITO 


Richard E. Goebel, president of 
Pacific Coast Advertising Com- 
pany, San Francisco, has resigned 
his position to assume the general 
managership of Station KITO, 
San Bernardino, and KOOL, Phoe- 
nix, licensed by the San Bernar- 
dino Broadcasting Company and 
Maricopa Broadcasters, Inc., re- 
spectively. 

Station KOOL has joined the 
Mutual-Don Lee network and will 
begin operations at 5,000 watts on 
960 ke about June 1. KITO, 1,000- 
watts on 1290 kc, is expected to 
start broadcasting late in June. 


The Milwaukee Journal 


- ‘ 


wins a new award 


First prize in a contest for the best metropolitan 
editorial “interpreting the farmer to the city’’ has 
been won by a Milwaukee Journal editorial 
writer, Paul Ringler. 
among many Journal “‘firsts’? gained over the 
years — in editorial, advertising, mechanical and 
promotional activity. In reader acceptance, too, 


The Journal is first by far with 95% of city zone families 


This award takes 


its place 


reached daily . . . and half of Wisconsin’s total urban population. 


It’s natural that such preference makes The Journal Wisconsin’s 


outstanding first in advertising . . . first on every list that 


would reach everywhere in this big, rich market. 


Paul Ringler 


New 


York 


General Advertising Representatives 


O’MARA & ORMSBEE, INC. 


Chicago Detroit 


Los Angeles 


San Francisco 
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ANA Will Hear 
'U. S. Economy’ 
Campaign Plan 


Research, Media and 
Farm Market to Be 
_ Meeting Topics 


NEw YorK—An educational cam 
paign for better understanding o 
the economic system will be out 
lined by Howard Chase, Genera 
Foods Corporation, before thé 
spring meeting of the Associatior 
of National Advertisers at the 
Drake Hotel, Chicago, April 7-9. 

Mr. Chase heads a joint com 
mittee of the ANA and the Ameri 
can Association of Advertisin 
Agencies, which has developed the 
campaign for sponsorship throug 
the Advertising Council. Willian 
N. Connolly, S. C. Johnson & Son 
|is ANA program chairman for the 
| meeting. 

_ Monday Morning, April 7, will 
| be devoted to market research— 
| participants including Robert B 
|Brown, Bristol-Myers Company 
| chairman; Lyman Hill, ANPA Bu, 


pers of Advertising; Frank Mans- 
| field, Sylvania Electric Products, 
|and Richard Crisp, S. C. Johnso 
|& Son. 

Ben Duffy of Batten, Barton, 
Durstine & Osborn, and Del Eve- 
rett, Ford Motor Company, will 
| speak of media changes and selec- 
|tion Monday afternoon. Group 
meetings will be held on seven 
different media. 

Jack Kurie of M & M, Ltd., and 
George Percy of Bauer & Black 
will be chairmen, respectively, of 
meetings on measuring advertising 
results and merchandising adver- 
tising to salesmen and dealers. 


Consider Farm Market 


One session will be devoted to 
the agricultural market, with Dan 
Ross of Agricultural Publishers 
Association and Wheeler McMil- 
len, Farm Journal, as_ speakers. 
Another will feature a panel on 
business - sponsored motion pic- 
tures, with D. B. Hobbs of Alumi- 
num Company; 
General Motors; Gordon Biggar, 
Shell Oil, and John Flory, Flory, 
Grant & Williams. 

Mr. Cnase will preside at an 
“Advertising as a Tool of Manage- 
ment” session Wednesday morn- 
ing. Talks will be made by Jack 
Smock, Foote, Cone & Belding, 
Los Angeles; Evans Clark, chair- 
man, Public Advisory Committee, 
Advertising Council; R. J. Canniff, 
Servel, Inc., and Erle B. Savage, 
General Mills. 

The meeting will be restricted to 
ANA members and _ advertiser 
guests. Thomas H. Young, U. S. 
Rubber, is chairman of the ANA. 


‘Time Latin American’ 
Expands S. A. Coverage 


| With its issue dated March 3}, 
{the Latin American edition ©! 
| Time will more than double the 
| space devoted each week to news 
| of Central and South America and 
|the West Indies. The remainder 
|of the editorial content will be 
| identical with that of U. S. Time. 
| The Latin American edition 0°! 
| Time (originally called Time Ait 
| Express), was launched May 5. 
1941, as the magazine’s first inter- 
national venture. 


WKOX Starts April 1 

| Station WKOX, Framingham 
| Mass., will go on the air April 
|operating on 1190 kilocycles, wi!) 
| 1,000 watts. The all-G.I. statio! 
is headed by Richard Adams a! 

James Shoemaker, with G. Elis 
| Mott as production and promotion 
| manager. 
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A ghost doesn’t stand a ghost of a chance in house-hungry 


Los Angeles County, where the number of Angelenos has zoomed 


+ 


more than 800,000 over pre-war population — and is still climbing. j e 


Biggar, 
Flory, , . ‘ ‘ 
Los Angeles County is America’s Fastest Growing Major Market—and 
at an 
anage- 


the Los Angeles Times is its Number One newspaper . . . delivered 


near to more homes than any other West Coast daily. > ¥ 
> as: P . 


cted to 2. 
rertiser - iy 
2.6 NOTE: Due to the newsprint shortage and our primary obligation to supply our growing i ae 
» ANA. list of readers a complete summary of news — we continue to ration advertising space. aS = 
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6 
Baus Opens PR Office 


Herbert M. Baus, formerly pub- 
licity director of the Los Angeles 
Chamber of Commerce and Army 
air force public relations officer in 
New York and Washington, has 
opened offices as public relations 
counsel at 769 Venice Blvd., Los 
Angeles. Ginny Zimmer, formerly 
with Western Air Lines, has joined 
b= new firm as executive assist- 
ant. 


=~ = 


’ _ > om wD 
4 uper-G, \ @) 
maARK co t 4 
. 


2 \ 
UniNyScen DECALS. 


Ask for I| CARDY-LUNDMARK CO. 
Samples 1801 BYRON ST. — CHICAGO 


Four A’s Urges 
Stations to Give 
2% Cash Discount 


New YorkK—The American As- 
sociation of Advertising Agencies 
last week appealed by letter to 
radio stations to adopt the 2% cash 
discount policy already in effect 
with the four major networks, 
about 94% of the daily newspapers 
and more than 95% of all maga- 
zines (AA, Feb. 24). 

The letter emphasized that the 
discount enables “the agency to 
collect promptly from the adver- 
tiser so as to be able to pay” the 
broadcaster. 

The cash discount also provides 
a danger signal, says the Four A’s 


letter, because the failure of the 
advertiser to meet the discount 
date is a warning that something 
may be wrong and we “can go 
slow about making further com- 
mitments for him. This holds 
down credit losses for all of us.” 

The Four A’s points out that the 
discount would mean no loss in 
revenue for the broadcasters if 
they make allowances for it in rate 
increases. “The discount costs no- 
body anything except the slow 
payer,” it said. 

To correct a fairly popular mis- 
conception, the Four A’s explains 
that the 2% discount does not re- 
main in agency coffers but is 
passed on to advertisers, provid- 
ing them with an inducement to 
give time bills top priority. 

Although only about 10% of the 


radio stations have endorsed the 
2% cash discount plan, the Four 
A’s is hopeful that its current let- 
ter will bring them in line as a 
similar letter last fall brought sup- 
port from newspaper publishers. 


Goldsmith Appointed 

Wallace H. Goldsmith II, for- 
merly manager of the Havana 
office of McCann-Erickson, has 
joined Dorland International-Pet- 
tingell & Fenton, New York, as 
executive assistant to the vice- 
president in charge of the inter- 
national division. 


Miller Joins Krupnick 

Robert L. Miller, formerly 
studio director of Sprague Studios, 
St. Louis, has joined Krupnick & 
Associates, St. Louis, as associate 
art director. 


THE NEW YORKER goes to Washington, D. C. 


MURDERERS A LA CARTE are a specialty of FBI fingerprint 
experts in Washington. They can show you thumb-marks of 
UNDESIRABLE characters, quicker than you can say “elec- 
trocution’’. Should you want to reach 13,371 DESIRABLE 
people in and about Washington, that happens to be the total 
of NEW YORKER buyers there. Actually, THE NEW YORKER 
reaches some 80,226 Washingtonians (6 readers to a copy). 


journalist, Anne Royal, in order to get an interview, waylaid 
John Quincy Adams while he bathed naked in the Potomac. 
But the surprise of modest Mr. Adams was no greater than 
that of many people today who learn this fact: No other na- 
tional magazine has as great a percentage of its circulation in 


Washington as THE NEW YORKER. 
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WHICH FANNY RANKS FIRST (or protocol) is a nerve-racking 
decision for Washington hostesses. No advertiser, however, 
need rack his nerves deciding which magazine ranks first in 
Washington society. THE NEW YORKER makes dinner party 
conversation from DuPont Circle to Chevy Chase. For ex- 
ample: 40% of the Cabinet members are subscribers. 


THE NATIONAL WEEKLY OF 


Washineton is one of the 41 P 


ry Trading lreas in t hich 84% 
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LOG ROLLING on the Capitol lawn is the Washington sport 
that keeps Congressmen in trim and the public trimmed. 
Other important rolls in D. C. are: the charge account roll at 
Garfinckel’s—the bank-rolls of folks who “‘charge it” at that 
super-store and the subscription roll of THE NEW YORKER, 
48 % of which consists of Garfinckel charge customers. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK I8, N.Y. 


THE LEADERSHIP MARKET 


s department store business is transacted and in which The 
nited St 
fed Mate 


circulation 


New Yorker concentrates 


Labor, Equipment 
May Darken Golden 
Restaurant Era 


Cuicaco—Despite tantalizing dis- 
plays of equipment and supplice 
for which restaurant and hotel op. 
erators and allied interests in 1945 
said they would spend about $10, 
000,000, recurrent shortages and 
uncertain labor conditions dre 
the greatest attention as more tha 
15,000 members of the Nationa 
Restaurant Association met in an 
nual convention here March 25-28, 

George R. LeSauvage, New York 
restaurant operator and chairman 
of the association’s government 
relations committee, declared that 
the group’s four-point labor legis- 
lation program had been approved 
by members of both the Senate 
and the House, as well as state and 
local restaurant groups. 

The four proposals are: That 
the closed shop be abolished; that 
unions be made responsible for 
carrying out existing contracts 
arrived at by collective bargain- 
ing; that employers have the privi- 
lege of discussing union matters 


with employes; and that the sec- 
ondary boycott be declared un- 
lawful. 


Labor Cost Out of Line 


Walter F. Clark, Seattle, presi- 
dent of the association, declared 
that in many sections of the coun- 
try the restaurant operator’s labor 
cost “is greatly out of proportion 
to his established ratio of food 
versus labor cost.” 

Although no remedies for ex- 
tremely high labor costs were of- 
fered, dreams of rosy restaurant 
futures were brightened somewhat 
by the return of much equipment 
in the nature of dishwashers, 
ovens, deep fryers and _ other 
metalware, which during the war 
virtually disappeared and which 
is still scarce due to current steel 
shortages. 

A spokesman for the Cleveland 
Range Company, Cleveland, told 
AA that the company is still feel- 
ing the results of the Pittsburgh 
power strike which curtailed pro- 
duction of stainless steel in that 
city. 

The restaurant exposition of- 
fered its visitors possibly one of 
the most versatile series of ex- 
hibits held in Chicago. Foodstuffs 
ranged from dashes of condiments 
to almost full meals as fresh fried 
seafood was offered along with 
doughnuts, fruit juices, coffee, 
cookies, candy, not to mention 
shopping bags, thimbles and great 
quantities of literature. 


Manufacturers Optimistic 


More than 170 exhibitors dis- 
played their wares and restaurant 
equipment shown included virtu- 
ally every kind of coffee maker 
offered to the trade, as well as 
hordes of pots, pans, silver, china 
and other restaurant requisites. 

While makers of kitchen metal 
goods such as various types of 
ovens, cookers, dishwashers, a! 
pots and pans, admitted that they 
were still far behind demand, some 
were decidedly optimistic abou 
production during the coming year. 

Others who sang a refrain 0 
shortages were manufacturers w/10 
depend on glass. Libbey Glass 
Company said that it is unable t¢ 


reach full production due to 3 
shortage of soda ash. More firm: 


revealed that supplies were thé 
rather that} 


principal problem, 


labor. 


Appoints Hoye A.M. 

R. Nicholas Hoye, formerly w:" 
United States Lines, New Y« 
has been appointed advertis 
manager of Chicago Electric Co 
pany. 
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Shadow boxing requires no hitting power. A “fancy 
dan” can waltz around, make an impression with his agility 
and nimbleness, but to win, it takes power, drive, and a 
Sunday Punch. 


If you want to put your product across and win the FIRST 3 
markets of America—New York, Chicago, and Philadel- 
phia—you need FIRST 3’s heavyweight Sunday Punch. 


To win, you need the heavy-duty coverage which FIRST 3 
delivers in the FIRST 3 metropolitan areas —an average 


U.S. families who buy 40% of the sales at retail, 42% of 
the food, 36% of the drugs and where FIRST 3 delivers 


an average family coverage of 45%. 


To win the FIRST 3 market area you need the high reader- 
ship attracted by the engaging editorial content and 
pictures presented in superb rotogravure and colorgrav- 
ure in FIRST 3's two group combinations: (1) the NEw 
MAGAZINE AND PICTURE-ROTO-GROUP; (2) the REGULAR ALL- 
PICTURE-ROTO-GROUP. 


family coverage of 67%. You can win this market through the power of these news- 
To win, you need FIRST 3's far-reaching influence; City- papers—the New York Sunday News, the Chicago Sunday 
wise—more than 1600 cities and towns with an average Tribune, the Philadelphia Sunday Inquirer—papers first 
family coverage of 46%. County-wise—a 372-county mar- in display advertising and first in circulation—a total cir- 
ket in the Industrial North and East with 34% of the total culation now of MORE THAN 
et in the Industri nc Ww %o 7,200,000 


To win in the FIRST 3 markets area YOUR FIRST BUY is FIRST 3 


THE GROUP 


WITH THE 


SUNDAY PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retograuune +» Colorgrauure 
Picture Sections » Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 * 155 Montgomery Street, San Francisco 4, GARfield 7946 
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7 Name Smith, Bull 


Smith, Bull & McCreery, Holly- 
wood, has been appointed to 
handle the advertising of the fol- 
lowing: Sally Star, Inc., Holly- 
wood dress manufacturer; Cream- 
eries of America; Investment Com- | 


Foundation Picks 
Best Retail Brand 
Ads Each Month 


CuIcaco—With the launching of 


penias a... Arearieg: ae | a monthly service by National Re- 
oundations, Inc.; oas an “Aa. 
Lines; Plas-Tex Corporation of | search Bureau, Inc., here, on “Ad 


| turers’ pledges that they will stand | mines, U. S. A. and export; strip 


America, maker of plastic special- | vertising Trends in Brand Mer-_ 


ties, and Marie Antoinette Cater- | chandising,” Brand Names Found- 
ing Services. | ation, New York, will select regu- 
larly “the best retail brand name 
jad of the month” appearing in 
| that publication. 

| The new “Trends” is a digest of 
| newspaper ads, window displays, 


| brand name merchandise. It was 
|launched this month, NRB says, 


‘quality’ minded store executives.” 

The “best of the month” ad— 
| in addition to “effectively present- 
|ing distinctive merits of the par- 
|ticular branded items or brand 
| names being advertised” — would 
.| dramatize any of these six, points: 


~ Building | 
SUPPLY NEWS 


“1. Brand names are manufac-' groups are: underground and coal 


because of “many requests from | 


| tunity for free choice and the satis- 


| 
| 


|direct mail and other promotion | ‘®t guarantees an 


specifically designed to sell more | 


back of their products. 

“2. Competition between brand | 
names makes for constant product | 
improvement. 

“3. Brand name knowledge, | 
learned through advertising, saves 
thousands of hours of shopping | 
time per year. 

“4. Brands and advertising 
stabilize employment. 

“5. The brand system and ad- 
vertising provide maximum oppor- 


faction of individual tastes. 

“6. The informative process of 
advertising provides the revenue 
independent 


free press and radio.” 


coal mines, U. S. A. and export; 
metal and non-metallic open pit 
mines, U. S. A.; metal and non- 
metallic underground mines, U. S. 
A., and metal and non-metallic 
underground and open pit mines, 
export. 

Effective with this edition, a 
15% commission on space rates 
will be paid to recognized adver- 
tising agencies for inserts, and for 
black-and-white pages when com- 
plete plates are supplied. 


Four A’s Chapter Elects 


Evan Peters, J. Walter Thomp- 
son Company, Seattle, has been 
elected chairman of the Washing- 
ton state chapter, American Asso- 
ciation of Advertising Agencies. 


| Other officers are Miller Munson, 


Plan ‘Mining Catalogs’ 
in Five Volumes 


Mining Catalogs, published by 
McGraw -Hill Publishing Com- 
pany, New York, will be issued in 
five separate volumes designed to 
provide selective industry dis- 
tribution, effective with the 1947- 
1948 edition. The five basic mine 


Erwin, Wasey & Co., vice-chair- 
man, and Dan Gerber, Mac Wil- 


| kins, Cole & Webber, secretary- 


treasurer. 


Joins Comstock, Duffes 


Malcolm L. Barney, formerly 
in the Buffalo office of Craig Den- 
nison Advertising Agency, has 
joined Comstock, Duffes & Co., 
Buffalo, as an account executive. 


Tus is a thermistor — a speck of metallic 
oxide inside a glass bead, mounted in a 
vacuum. 

Bell Telephone Laboratories scientists 
developed it to keep an eye on amplifiers 
in long distance telephone circuits. Dur- 
ing the war, they devised one which 
could detect temperature changes of one 
millionth of a degree. 

Exploring and inventing, devising and 
perfecting for continued improvements 
and economies in telephone service is 
the function of the Laboratories, research 
branch of the Bell Telephone System. 

We have been associated with the 
American Telephone and Telegraph 
Company for 39 years. 


N.W. Ayer & Son, Inc. 


Philadelphia, New York, Chicago, Detroit 


San Francisco, Hollywood, Boston, Honolulu, London 


that never 


the eye 


closes 
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Restore Subsidy 
for Airlines, 


C&S Head Urges 


WasHINGTON—Carleton Putnam, 
pPesident of Chicago & Southern 
Airlines, claimed last week that 
airline financial problems can be 
traced to premature withdrawal 
of “plane mile” mail subsidies 
during the period of peak war- 
time traffic. 

Calling for restoration of sub- 
sidies “for the time being,” he told 
the American Public Relations 
Association that the government 
ought not “begrudge airplanes the 
time it gave other forms of trans- 
portation to get on their feet.” 

The “plane mile” subsidy, which 
enables a well-managed airline to 
stay in business regardless of the 
poundage carried, will preserve 
competition helpful to airlines, 
plane manufacturers and “Ameri- 
can opportunity,’ Mr. Putnam 
said. 


Says Big Lines Favored 


Existing pound-mile rates, com- 
pensating airlines only for actual 
mail poundage carried, work 
strongly to the advantage of the 
'big lines, sitting “astride heavy 
mail and passenger routes,” he 
| claimed. 
| Except for TWA, which had 
|strike and other unusual difficul- 
|ties, the “Big Four” had a $7,- 
|000,000 profit in 1946, while the 
industry was showing a $3,000,- 
000 loss, Mr. Putnam pointed out. 
bes the remaining carriers, all 
|showed operating losses except 
|Continental, Mid-Continent and 
'National. Two of these three had 
modest profits only because of 
mail subsidies, he said. 
| “The Big Four can survive in 
|the pound-mile basis, and they 
know the others can’t,” Mr. Put- 
nam said. ‘Never was there a bet- 
'ter chance for expansion on the 
part of the big carriers and they 
| would be less than human if they 
didn’t realize it.” 
| Smaller lines have made im- 
portant contributions through in- 
|dividual research and _ initiative 
|toward solution of maintenance 
|and operating problems faced by 
,all carriers, Mr. Putnam pointed 
out. 


Larger Markets Assured 


Moreover, “sixteen airlines pro- 
vide a more diverse market to a 
manufacturer of aircraft producis 
| than four or five,” he observed. 

“Not only do the builders of 

planes and engines have more 
chances of finding a friendly ear 
when they have a new model to 
|offer, but the makers of an end- 
less variety of accessories, even 
down to the inventors of more 
comfortable seats, have just that 
|much more hope of interesting air- 
|\line management in giving their 
| products a chance.” 
| Mr. Putnam claimed the gov- 
ernment’s subsidy to airlines has 
totaled “less than $200,000,000" 
‘compared with $1,282,000,000 to 
'railroads, and at least an equal 
sum to steamship lines. 


| Noma Appoints McEwan 


| Estate-Heatrola division of Noma 

Electric Corporation, New York 
| has appointed E. E. McEwan east- 
ern sales manager. Prior to hi 
Army service, Mr. Ewan was ap- 
pliance sales manager, in New 
York, of the Frigidaire division < 
General Motors Corporation. 


Three Name Dominion 


Dominion Distributors, Toronto, 
has been named Canadian sale 
representative of Penthouse Food: 
Inc., Stockton, Cal.; Border Queen 


SPR 


| 


Foods, Inc., Chicago, and Verifine 


Foods, Inc., Chicago. 
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KINDA WACKY... . 


. Once upon a time there was a man who cut his 
e é 


— a dollar into such small pieces that he received 
a -ADVERTISING ) : no benefit from it at all. 
RETURNS 3 


{ 

‘eas 

| Paes Some few advertisers today still put a little here, 
5. 

f a little there, and spread their budget too thin 


to make an effective impression anywhere. 


In almost every line it PAYS to concentrate and 


that’s particularly true of advertising. Concen- 


trate your investment in the FIRST paper in the 


industry, because that’s where most READERS 


concentrate their valuable reading time. 


Advertisers and readers alike have found... that 


when YOU 


“Follow The Journal . . . YOU follow 
the Oil Industry.” 
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A series designed to 
help oil men get 
more from their 

valuable reading time wii 
aaa Saran ... and advertisers ae 
ie a greater return from ' 
_. their investment. 
eee This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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Talk about ' AGE Groups’! 


All age groups are reached on WSBT. People here who 


Advertis' 


me in BEN frGy # conn Fa rm 


Spen 
Pack 


Out; 
by 4 
Surv 


are 50 years old started listening to this station when they 


were 25. Those who are 25 or younger had their birth 


announced over this station. South Bend people have grown 


up with WSBT. They love it. A terrific “Hooper” proves it. 
CHICAG 
more for 
$2.50 lers—wit 
a and poul 


OVER THE YEARS—The first Big Ben advertisement, run in 1910 in The _ a 
Saturday Evening Post, is contrasted with a current magazine page showing ees | 


: vey cond 
666 mubevein the new postwar Westclox line. Midwest 


aliens: daniiibie Names Robert W. Orr Clock F irm Cites Ps a 


Faucet - Queen Company, Chi- . $25.86 p 
cago household appliance maker, on A peeseid 
has named Robert W. Orr & As- C sistent ds nie er 


sociates, New York, to direct its|jn Annual Report preg pe 


advertising. 


THOMASTON, Conn.—General] this way 
Time Instruments Corporation de- | city, $26. 
votes a page in its 1946 annual While 
report to telling stockholders that} average > 
its Big Ben and Seth Thomas] per mont 
‘clocks “are advertised consis- | spent for 


, tently,” to reproducing early and] revealed. 
Sy recent advertisements for both, } only an a 
and telling some of the media fj $8.61 of 


| scheduled. foods. I 

“For 36 years,” General Timef points o 
says, “Westclox has been thef 43.26% n 
largest and most consistent adver- J packagec 
tiser of clocks. The first Big Ben 


\ 'advertisement appeared in The C 
j Saturday Evening Post for Sept. The he 
‘a 24, 1910... ing on t 
“ “A study made prior to recon- § by these 
\ | version, among readers of national § buy lun 
¢ /magazines (including farm pub- § out freq 
7 ‘lications) showed that an average § eat out, 1 
7 ‘of more than 85% of all people § at noon . 
interviewed think first of West-— men wo 
'clox Big Ben” when they think§ In addi 
of an alarm clock. serve fu 
Seth Thomas, more than 100 dren tak 
years old, also has been a con-— even wh 
sistent advertiser. school. 
Sales totaled $21,151,513 in 1946, The st 
as against $23,250,696 in 1945,— lies and 
while net profit rose from $1,050,- § middle c 
(191 in 1945 to $1,229,865. The§ Wisconsi 
¢, 1945 figures are after war contract nesota, I 
renegotiation. No opini 
| Batten, Barton, Durstine & Os-§ ticipatin; 
born is the agency. a week t 
do a tho 
INGRAHAM CLOCK BEGINS porting. 
€) MAGAZINE CAMPAIGN A pilo’ 
BRISTOL, Conn.—The E. Ingra-§ 1944, an 
[(f ham Company is launching in Life§ tives of 
and The Saturday Evening Post,§ ganizatio 
and later in other magazines, aff and rese 
campaign featuring the happy life one of 
Not at all. of “the Earlys”’ with their new §™ study. 
| Sentinel alarm clock. Consid 
Not for companies whose trade-marks appear in The Sentinel name was selected,§ foods w 
° P . ‘ it was said, after consumer re-§ cluding a 
the ‘yellow pages’ of telephone directories —the easy, leearch, as was the shepherd—l canned { 
economical way to tell the public where to find their “watch dog” which “guards your§} and _solc 
5 precious time.” The “Gre 
authorized outlets. Ruthrauff & Ryan is the agency. such ite: 


poultry ] 


Not for you if you follow this reasoning: You spend To Peterson & Kempner | ‘les, w 


S 
S 


money in advertising, getting people interested in Lanova Corporation, Long Island pina 
; ond 2 chtsinine declsin. Se the cuales ¥ City, N. Y., developer of diesel} — 
: your brand and obtaining dealers. So the easier you combustion systems, has appointed eee n 
S| ake i spects : sslora : + Peterson & Kempner, New York,§ Chases bi 
S make it for prospects to find your dealers, the more io ‘hamdie St anneal, “Meeinen eden 
SS sales for them and you. papers and direct mail will ef part of 
S ¢ used. fruits an 
— Here’s how: ——_—— 
~ Whitt “Peas Mask: Service ka the Cloecifind cit IPEAA Schedules Forum — 
ith Lrade ark Service in the Classified section The Industrial Packaging En¢'- The 8( 
(‘yellow pages’) of the telephone directory. Your neers Association of America has} makers 
‘ . scheduled its second annual i0-— meals a 
trade-mark—like the many well-known trade-marks dustrial packaging and materic!§ cisht-mo 
‘ / ; Ce ae handling forum and exposition fo'f 3, 1945 
you can see In your own telephone directory —is dis- April 29-May 1 at the Hotel Sher- , aie ’ 
taal ; man, Chicago. nakers 
plaved over your dealers’ listings under the busi- a meals an 
oan : . A Farm 
ness classification of your product. You Canada Ad Linage Up outspent 
can buy this dealer identification in one The Canadian Daily Newspapers§ of these 
: Association, Toronto, reports that flour, ca 
or all of the 1600 directories covering Canadian daily newspaper adve!-§ specialty 
tising linage showed a gain of 15 irinks. st 
the country from coast to coast. during 1946 over 1945, with na- lasses ar 


tional advertising up 5.3%: loca 


° ° . i, : tracts, b 
For further information, call your local telephone business office. iS.7e and classed S07. veast, co 
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Farm Families 
Spend More on 
Packaged Foods 


Outpace City Folks 
by 43%, Eight-Month 
Survey Discloses 


dates, peanut butter, gelatins and 
pudding and ice cream mixes, 
tapioca, rice, cereals, crackers, 
cookies, salt and seasonings, and 
| spice and condiments. 

| In the “Green Dollar” or bulk 
'foods category, farm families 
|bought more butter and cheese, 
| dried vegetables, fruit, frozen fruit, 
/eanned baked beans, jelly, jams 
|and preserves, canned milk, frozen 
bakery products, honey and mince 
| meat. 


Joins Kastor, Farrell 
Cuicaco — Farm families spend | J 


. | James F. Egan, formerly vice- 
more for food than do city dwel- president and copy chief of Lennen 


lers—with the exception of meat|g% Mitchell and Kenyon & Eck- 


Spates to WBEC 


James L. Spates, former man- 
ager and technical director of Sta- 
is resuming newspaper advertising ee pe ge vy 
for Gilbey’s gin after a year’s| Pittsfield, Mass He replaces Nor- 
absence. The spring campaign will | avt. ¥, O’Brien who oe add tae 
consist of introductory 800-line | : ? resig 


copy in 20 major markets, to be | cause of illness. 


followed by 450-line insertions, | a eae 

declaring “The world agrees on! Promotes Holcomb 
‘Gilbey’s please.’” The drive will} Ralph D. Holcomb of the sales 
be stepped up during the summer. | department of Harnischfeger Cor- 
Gilbey magazine advertising will) poration, Milwaukee, manufac- 
continue. Lloyd, Chester & Dil-| turer of heavy industrial machin- 
_lingham, New York, is the agency.) ery, has been appointed general 

———— | sales manager. 


Corning Promotes Snyder 
George R. Snyder, Chicago dis- | Avon P lugs Shoe Soles 


trict sales representative, has been Avon Sole Company, Avon, 


Gilbey’s Gin Resumes 


Newspaper Advertising 
W. A. Gilbey Ltd., New York, 


and poultry, eggs, milk and cream, | hardt, New York, has joined Kas-| promoted to manager of chain) Mass., will use five national maga- 


and fresh vegetables — according | tor, Farrell, 


vey conducted by members of the | ©°PY supervisor. 
Midwest Farm Paper. Unit. 


Chesley & Clifford, 
to a “Red and Green Dollar” sur- |New York, as vice-president and 


|store sales of the consumer prod-| zines, and business papers in a 


ucts division of Corning Glass| spring campaign to promote its 
Works, Corning, N. Y. Avonite shoe soles. 


Zobinrsen 


cheer up—that WFDF Flint an- 
had to get better some day.” 


“Aw, 
nouncer 


For those five items, the study 
found that city families averaged | 
$25.86 per month, whereas the 
farm family spent only $5.85. | 
However, the total expenditure | 
for all other food items shaped up | 
this way, in monthly averages: | 
city, $26.64, and farm, $27.71. 

While city families spend an | 
average total of $52.10 per family | 
per month for foods, only $6.01 is | 
spent for packaged foods, the study | 
revealed. Farm families spent | 
only an average total of $33.56, but | 
$8.61 of this goes for packaged | 
foods. In other words, the survey | 
points out, farm families spent | 
43.26% more than city families for | 
packaged foods. 


City Folks Eat Out 


The heavier packaged food buy- | 
ing on the farm is accounted for) 
by these factors: Many city people | 
buy lunches downtown, and eat) 
out frequently; farm people rarely | 
eat out, the men usually are home 
at noon and often there are extra 
men workers present for lunch. 
In addition, few rural schools 
serve full lunches and farm chil- 
dren take their own sandwiches, 
even when a hot dish is served at 
school. 

The study covered 80 city fami- 
lies and 80 farm families in the 
middle class income group in Iowa, 
Wisconsin, Indiana, Illinois, Min- 
nesota, Nebraska and the Dakotas. 
No opinions were asked. Each par- | 
ticipating homemaker was paid $5 | 
a week to make it worth while to 
do a thorough job on the food re- 
porting. 

A pilot study was made in May, | 
1944, and submitted to 69 execu- 
tives of food manufacturing or- 
ganizations, advertising agencies | 
and research specialists—all but | 
one of whom urged the longer 
study. 

Considered as “Red Dollar” | 
foods were packaged foods, in- 
cluding all processed foods (except | 
canned foods) that are marketed | 
and sold in labeled containers. | 
The “Green Dollar” foods included | 
such items as meats, dairy and} 
poultry products, fruits and vege- 
tables, which are largely produced 
directly on the farm for home use. | 


Canned goods were included ere the i ie : 
among the “Green Dollar” pur- you beat ad nar hunt- tonise she Puta, happy with all the space you want. 
chases because farm women raise lions are. sa te got to g0 


’ 
extensive gardens and can a large ing sales, you ve 
part of their winter supply of 


fruits and vegetables at home. 


Farm Meals Lead by 37% 


sales-hunting in 


sales during 
27% higher 


The 80 participating city home- 
nakers served 205,667 person- 
meals and lunches during the 
eight-month period, May 1-Dec. 
31, 1945, while the 80 farm home- 


S EILLILN Gr 
1S LIKE ALION HUNT 


When you’re hunting lions, 


where the sales are. Do your 


ooo Oe nation’s sixth largest 


. where 
market ..-W 1946 climbe d 


than the 1945 


to get the lions share 


The Pittsburgh Press 


of the Oth lanzesb mare, 


Every one of 10 surveys made over a period of 13 


years confirms the ability of The Press to deliver the lion’s share of the rich Pittsburgh market. Our most recent 
study of newspaper readership in all economic groups in Metropolitan Pittsburgh showed that The Press is 
read in 7£Q% of the homes in the top economic quarter, 71% of the second, 68% of the third, and 61% of the lowest. 


9 


inch of 


Who knows comparative 
advertising results better 
than Classified advertisers? 
During 1946, The Press car- 
ried 50.3% more classified 
advertisements than the 
other two Pittsburgh Papers 
combined! That’s because 
The Press has the habit of 


after us for the 


Pittsburgh The Press. The 


total retail 


makers served 282,273 person- 
meals and lunches, or 37.3% more. 

Farm families, it was shown, 
outspent city families in purchases 
of these packaged items: Family 
flour, cake flour, pancake flour, 
specialty flour, cocoa, malted milk 
irinks, sugar, chocolate syrup, mo- 
‘lasses and sorghum, flavoring ex- 
‘tracts, baking powder and soda, 
yeast, corn starch, raisins, prunes, 


* Nol 


Producing results. 


L 


IN PITTSBURGH 
IN RETAIL ADVERTISING * 


Francisco. 


IN GENERAL ADVERTISING 


@ make a lion-hearted effort to get in. 


We’re on your sid 

e, you know: We 
practically bleed every time the scar- 
city of print makes us turn down an 


” ; space. But sometimes we’re 
Chasitpicd aduetiwns happy because we can make you 
hen we can’t, everybody gets a 


Square deal in the rationing. So keep 


space you want in 
results of Press ad- 


vertising are worth it. 


Represented by the National Advertising Depart- 
ment, Scripps-Howard Newspapers, 
Avenue, New York City. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, Philadelphia, San 


230 Park 


© IN CITY CIRCULATION © IN CLASSIFIED ADVERTISING e. 


© IN TOTA’ 


ADVERTISING 
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A Clear Course for Press Freedom: 


More Effective 


Two conclusions stand out 
clearly in “A Free and Responsible 
Press,” the final report of the 
Commission on the Freedom of 
the Press. 

The first of these conclusions is | 
that freedom of the press (includ- 
ing motion pictures and radio) is| 
in danger. This conclusion will | 
startle no one, since it must be | 
obvious that any freedom is always | 
in danger, in the same sense that 
“liberty” and “justice” are _ in| 
constant danger. 

The second conclusion is, in es-| 


self-regulation by the press —a| 
greater development of conscience 
in the social sense—is the primary | 
remedy for those ills which now 
affect the press and which may, 
therefore, be said to contribute 
most seriously to its danger. A| 
necessary corollary is a greater | 
awareness of press shortcomings 
and a more watchful attitude on 
the part of the public. Any other 
cure for existing ills, the commis- 
sion says, is likely to be more 
hurtful than the disease itself. 

With these generalities all will 
agree. Freedom without responsi- 
bility is no freedom at all, and 
never will be. It is only in con- 
nection with the specific sugges- | 
tions for remedying existing ills | 
that there will be, as there always | 
is, controversy and disagreement. | 

This is notably true of the one | 
rather “startling” recommendation 
of the 13 made by the commission: 
We recommend that the radio in- 
dustry take control of its programs | 
and that it treat advertising as it 
is treated by the best newspapers. | 
Alone, this recommendation may 
startle, but it has no depth. When 
it is read in conjunction with “The 
American Radio,” a detailed an- 
alysis of the development and op- 
eration of the radio field, the 
meaning of the committee’s recom- 
mendation takes on flesh and tex- 
ture. 

“The American Radio” in 
many ways a remarkable volume, 


is 


obviously destined for greater pub- 
licity and more intensive reading 
and than the over-all 
report which it is intended to sup- 
well-docu- 


discussion 


plement Its pungent, 


mented analysis of the history, 
aims and operations of the broad- 
casting industry is sure to create 
enormous discussion and contro- 
versy, and it is perfectly safe to 


predict that the “White book” (it 
was written by Llewelyn White) 
will develop into a far more ex- 


Self-Regulation 
citing item than even the FCC’s 
“blue book.” 

The broadcasting industry and 
advertisers won’t like it, and it is 
sure to be attacked as naive and 
utopian, as indeed it is in some 
respects. But it stands out as the 
most interesting critique of this 
industry which we have seen, and 
one which deserves the careful and 
serious reading of broadcasters, 
advertisers and all concerned with 
radio and advertising. 

The commission’s suggestion that 
radio take over entire program- 


vertising be limited to what might 


\) b, 


“Lady, if you'd just come from an all-day conference with Phil Wrigley, you'd 


know why | can't bear the thought of 


standing in front of a car card for 30 


minutes." 


‘Now, at Last 


| We have been slow in telling $l... 


you about the Pump-It tomato s 
f | cravat business 


ketchup dispenser, a product o 
|Pump-It, Inc., located in Holly- 
wood, naturally. 


Then you pay postman 


” 


way. 


The entrepreneurs of the wilted 
are pretty se- 
cretive, but one adman we know 
had a curious answer from Tie- 


| This device keeps the bottle Swap: “We'll send you back extra 
sence, that a greater degree of| ming responsibility and that ad-|from getting that black sludge 8004 ones because we admire ad- 


/around the top, and “makes it pos- 


amount to “credit lines” at the be- 


ginning and end of programs is 
obviously open to question from 
the practical standpoint. 


the point where advertisers could 
not get a valid return on their in- 
vestment, they would forsake the 
medium, thereby immediately 
posing the important problem of 
maintaining it in some other—and 
probably less desirable—manner. 

Although neither the operators 
of the press nor those engaged in 
advertising are likely to be in 
complete agreement with every- 
thing in either “A Free and Re- 
sponsible Press” or ‘“‘The American 
Radio,” all of them should gain 
considerable satisfaction from this 
paragraph in Chancellor Hutchins’ 
introductory statement: 

“The commission’s recommenda- 
tions are not startling. The most 
surprising thing about them is that 
nothing more surprising could be 
proposed. The commission finds 
that these things are all that can 
properly be done. It is of the ut- 
most importance, then, that these 
things should actually be done and 
that the neglect of them, which 
now imperils the freedom of the 
press, should be replaced by a seri- 
ous and continuing concern for the 
moral relation of the to 
society.” 

The fact seems to be that the 
commission has found many ills, 
which was to be expected, but that 
on the whole it has found a good, 
workable, efficient framework; and 
that the remedy for existing ills 
lies almost wholly 


press 


in acceptance 
of still greater responsibility and 
self-regulation. 

suggestions will 
great controversy, but the general 
concept of the assumption of 
greater responsibility and its im- 


more efficient 


Specific cause 


plementation through self-regula- 


tion is completely acceptable 


If re-| 
straints on selling power reached | 


sible to dispense the ketchup with 
ease and perfect control.” 

No more table cloths running 
red rivers; no more desperate bat- 
tles while the family eyes you with 
suppressed laughter; no more 
splattered vests as the gelatinous 
mass finally gives way and plunges 
into your plate. 

This, we suppose, is progress. 


Zoology Note 

The Chronicle, “the weekly 
sporting journal covering fox hunt- 
ing, horse shows and thoroughbred 
horse activities,” has moved from 
Berryville, Va., to New York, and 
set up shop at 35 W. 53rd St. 

One of our scouts thinks it’s too 
bad they didn’t take offices in 
Wall St., so that the foxes could 
get used to the wolves. 


Smothered with Silk 


Down in Wilmington, Del., there 
are two clever young gentlemen 


who have worked out a strange 
business. They call themselves 
Tieswap, Inc., and their address 


is Box 547. After they got out of 
the Navy, they started their own 
business, which is swapping ties. 

A typical advertisement, run in 
a classified section of a likely 
magazine, reads “Swap neckties! 

.. Mail us one-to-six ties you’re 
sick of. You'll receive’ pronto 
same number of handsomely 
cleaned different ties we got same 


vertising men. They wear the 
| flashiest damn ties of anybody 
ipeaes gummed tape men.” 


Starting ‘em Young 

| There will be no more tousle- 
| headed little boys to tug at your 
| heartstrings, if they ever did, when 
|Kay Wambold, beauty editor of 
Parents’ Magazine, and Helene 
'Pessl, originator of Baby Dear 
toiletries and Little Lady and 
‘Young Lad “grooming prepara- 
tions for girls and boys,” get across 
their ideas. In a 24-page booklet 
,called “Good Grooming and Your 
|Child,” which the girls have put 
‘together for distribution by re- 
tailers, they trace the “close rela- 
tionship between good grooming 


habits and the behavior and men- | 


tal attitude of children right up to 
and past adolescence.” The atti- 
tude that “he looks like a real boy 
with his hair all mussed,”’ Miss 
Wambold says, “is an adult reac- 
tion that confers no favors on him, 
and is likely to alter the course of 
his future.”” Perhaps copies of the 
booklets should be made available 
to judges in domestic relations 
courts. 


Jottings 

A Mr. Wines has recently pro- 
|tested to KGHL, Billings, Mont., 
about commercials for 
the air... 

We received an amazing release 


from Topflight Tape Company, 
York, Pa., headed “The fingers 
points and no one wispers or 


shouts.” .. 

The John Nooter Boiler Works, 
St. Louis, has provided a worry 
room for its employes. Anyone 
can use it, just so he keeps quiet 
while he’s worrying. The Nooter 
company is probably lucky. Some 
companies have lots of worry 
rooms... 

You probably didn’t notice that 
Smith College alumnae in New 
York held a cocktail party for 
Smiths in the Manhattan area, 
even lowering the bars to admit 
Smythes and Smithers. To raise 
funds for Smith, naturally. . . 


wines on| 


al 
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| The following documents may b: 
| secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2774. Kids with a $140,000 
Weekly Allowance. 

How 5,761 students at the Uni- 
versity of West Virginia, Morgan- 
town, spend $5,031,998 per school 
year is shown in this folder issued 
by the Morgantown Post and Do- 
minion-News. The report, based 
on a recently conducted poll, re- 
veals that the students spend what 
amounts to a $140,000 weekly 
allowance. 


No. 2775. 
| Analysis. 
Canadian Home Journal has is- 
sued this analysis of its circula- 
tion, which tabulates the figures, 
|along with population and number 
‘of families by provinces, and cities 
and towns of various population 
sizes. 


No. 2776. The Toledo Market. 


Hot off the griddle is this brand 
new market study issued by the 
Toledo Blade. With charts, maps 
and tables, it provides detailed 
data on the city’s retail trading 
/area, metropolitan Toledo and the 
corporate city, giving an explana- 
tion of population groups, home 
ownership, distribution of single 
residences, manufacturing, and 
coverage of the market by the 
Blade. 


No. 2777. Readership Survey. 
The National Jewish Post, In- 
,dianapolis, has issued this report 
‘covering a readership study based 
on 93 replies (36.5%) to question- 
naires mailed to 255 rabbis. 


Detailed Circulation 


No. 2748. A Planned Public Rela- 
tions Program for America’s 
Retailers. 


This booklet, issued by Haire 
Publishing Company, contains a 
statement of the public relations 
problems of retailers and a de- 
‘tailed plan to meet them, written 
by Andrew J. Haire, president of 
the company. No single pattern 
Mr. Haire says, is workable for al! 
|stores, but he gives four points as 
a basic formula, and shows how 
retail management can adapt them 
to the requirements of its own 
store. 


No, 2757. 


Folder. 

Market data, including an ABC 
circulation map, fill this file-size 
‘folder, issued by the Schenectady 
Gazette. The material includes 
description of the area, its schools. 
transportation, industries and a! 
analysis of population, employ 
ment, payrolls, housing and many 
other details. The history, man 
agement, editorial program, and 
circulation record of the newspa- 
per are described, with an outline 
of its editorial features. 


Schenectady Facts 


No. 2674. 
vey. 
Hospital Management has issuec 
this report of a survey of laun- 
dry methods and procedures, sug- 
gesting the vast size of the hos- 
pital market for laundry equip 
ment and supplies. Of ques- 
tionnaires sent to 1,002 hospitals 
419 replies were received fron 
nearly 42% of the superintendent: 
addressed, 320 of whom reportec 
that their hospitals operate powe! 
laundries. 


Hospital Laundry Sur- 


Advertis 
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Schedule May 5-10 
for First Postwar 
Int'l Travel Show 


New YorK—Foreign govern- 
ments and their tourist interests 
will make their first official post- 
war bid for American tourist trade 


at the International Travel Expo-| 


sition, sponsored by Travel Ex- 
positions, Inc., Chicago, and sched- 
uled for Grand Central Palace 
during the week of May 5-10. 

The Travel Association of Great 
Britain, French National Tourist 
Office, Swiss Federal Bureau and 
Mexican Government Tourist Bu- 
reau are already preparing ex- 
hibits. Other exhibitors, domestic 
and foreign, will include American 
Airlines, Eastern Airlines, Pan 
American World Airways and 
United Ajrlines; Electro-Motive 
division of General Motors; New 
York, New Haven & Hartford Rail- 
road, Chesapeake & Ohio Railroad 
and Pere Marquette Railroad; 
Greyhound Bus Lines and National 
Trailways, and Moore-McCormack 
Steamship Line. 

Also, the French National Rail- 
roads; French Line; Port of New 
York Authority; Spanish Govern- 
ment Tourist Bureau; New York 
State; U. S. Department of Com- 
merce, and Silver Springs, Fla., 
will be represented. 


Also in Philadelphia 


The exposition is the first of its 
kind to be held here in 20 years. 
Immediately following the New 
York show, a Philadelphia ex- 
position, the International Travel 
and Trade Show, will be presented 
under the same management, 
scheduled for the Commercial 
Museum from May 16-24. This 
show will tie in with observance 
of World Week in that city. 

The exposition schedule will in- 
clude an entertainment program 
of native singers and musicians 
iramatizing the people and cus- 
toms of various parts of the U. S. 
as well as foreign countries. In 


Ups Dienstl and Rowe 


| Raymond P. Dienstl and H. Ster- 
| ling Rowe, of the advertising sales 
staff of Chain Store Age, New 
| York, have been named assistant 
advertising managers of the 
|Fountain-Restaurant Section and 
Drug Editions, respectively. 


Plans City Promotion 

In April, Burlington, N. C., will 
|launch a campaign, using news- 
| papers, radio and outdoor adver- 
| tising to promote Burlington as a 
‘tobacco market and shopping cen- 
|ter. Ayer & Gillett, Inc., Charlotte, 
N. C., will handle the campaign. 


Issues Booklet 


The U. S. Department of Com- 
merce has published a booklet en- 
titled “Establishing and Operating 


,a Year-Round Motor Court,” one 
of a series on the operation of 
|small businesses. Copies may be 
| obtained from the Superintendent 
he’ Documents, Washington, or any 
| of the department’s field offices, 
| for 25 cents. 


Names Carroll PR Head 


| 
Peyton Carroll, formerly in the| 
} 


=a 
of 


| 
| 


It’s an art at RAPID! 
Your folders, circulars, pam- 
phlets—all types of adver- 
tising matter are distinctive, color- 
: ful, less costly when you use 
‘RCS offset. 


public relations department of 
Foote, Cone & Belding, has been} ¢ 
appointed public relations director | 
of Western Advertising Agency, | 
Los Angeles. 


RCS service IS rapid— 


Berry an to Adplans Tops in quality production ...:°)% MeN A ies ieee 


Lester Berryman, formerly) & 
salesman for the San Francisco | 
office of West-Holliday Campany, | 
has been named northern Cali- | 
fornia representative of Adplans, | 
Inc., Portland, Ore., with head- 


o. ee 


Rave Copy SERVICE 


123 N. Wacker Dr. Chicgme a. 411. 


quarters in San Francisco. 


addition, there will be special daily 
events—including United Nations | 
Day (with participation by U.N. 
personalities); Latin American 
Day; European Day; Empire State 
Day; Transportation Day, and All- 
America Day. Economic facts 
about travel expenditures, here 
and abroad, will be spotlighted in | 
cooperation with various non- 
profit organizations devoted to 
educational work, which will point | 
out that travel expenditures are 
directly related to domestic and | 
world prosperity. Continuous 
movie presentation of outstanding 
travel films will also be featured. 

M. V. Lewis is president of 
Travel Expositions and _ Lucia 
Lewis, travel editor of the Chicago | 
Daily News, is vice-president. 


Two Appoint Chesman 


Mercer Pie Company and Synco | 
Products, Inc., maker of Detsol, 
a synthetic product for all kinds 
of washing, both located in Chat- 
tanooga, have appointed Nelson | 
Chesman Company, Chattanooga, | 
to handle their advertising. 


Names Hazeltine A. M. 


Nelson C. Hazeltine, formerly 
‘ssociate editor of the Timberman 
ind Western Building, has been 
ppointed advertising manager of 
ipman Wolfe & Co., Portland, 
re, 


Appoints Hoversten 

Moris T. Hoversten, formerly 
vith World Report, Parents’ Maga- 
ine and Collegiate Digest, has 
een appointed advertising repre- 
entative of Newsweek’s Interna- 
ional Editions, New York. 


Dispatch’ Ups Fuller 
Charles L. Fuller has been pro- 
ioted from classified advertising 
lanager to advertising director of | 
1¢ Dispatch, Erie, Pa., succeeding | 
). P. Self, who has resigned. 


Les Johnson, V.P. and Gen. Mar. 
Affiliate of Rock Island Argus 


berg Reodedl,n: 


RADIO STATION REPRESENTATIVE 
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Two selling impacts are better than 
one. That’s why Field & Stream pro 
duces sales for advertisers—through 
“double exposure.’’ The advertising 
message is first exposed to key sports- 
men with money and the desire to 
buy. Second, key dealers give promi- 


nent point-of-sale display to merchan- 
dise advertised in Field & Stream be- 
cause they know it sells. 


“Double exposure’’ means more sales. 
Field & Stream provides ‘double ex- 
posure.” That’s why... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM THAN IN ANY OTHER OUTDOOR MAGAZINE! 


¥ f 


j THE LEADER 
More sportsman’s accessory advertis- 
ing was placed in Field & Stream in 
1946 than in any other outdoor publi- 


cation. Advertisers appreciate the double 
value that ‘‘double exposure” provides. 
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IN FIELD & STREAM 


A sportsman’s accessory manufacturer writes: 
** |. . your magazine has produced more 
orders . . . than any other sportsman’s 
publication.”* The many advertisers who 
make Field & Stream a ‘‘must”’ on their 
outdoor lists will tell you: It’s far more 
important to reach the key sportsmen 
than to reach the most people! 


Proof of results from the advertiser 
*From the testimonial letter files of Field & Stream 


# : # 


exposed second 
AT THE POINT-OF-SALE 


A recent survey among sports dealers asked, 
“Which outdoor magazines do sports 
dealers turn to for suggestions regarding 
. .. goods to stock... ?”** The dealer's 
first choice by a wide margin was 
Field & Stream. This is proof of Field 
& Stream’s influence at the point-of-sale— 
and proof of the fact that dealers are 
interested in selling products advertised 
in this magazine. 
Proof of dealer influence 
**From Richard Manville dealer survey 


AMERICA’S 
NUMBER ONE 
SPORTSMAN’S 


MAGAZINE 
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Residents Urged 


to Build West's | 


Tourist Trade | 


Butte, Mont.—With half-hour | 
| Programs over its eight radio sta- | 
tions and distribution of 100,000 | 
‘large picture booklets, Pacific | 
Northwest Broadcasters is aiming | 
one of the largest promotions for 
“ | the Pacific Northwest at the area’s 
own residents. 

In addition to the daily radio 
programs, Pacific Northwest 
Broadcasters’ entire group of “XL” 
stations will be hooked up in a 
network for a full-hour evening 
program once each week to reach 
‘|the estimated 2,500,000 Pacific 
Northwest listeners and urge them 
to act as a gigantic tourist wel- 
coming committee. They will be 
|asked to forward the booklets to 
prospective vacationers in eastern 
states. 


| 


The stations participating in the | 


promotion are KxXL, Portland, | 
Ore.; KXLE, Ellensburg, Wash.; | 


KXLF, Butte; 


KXLQ, Bozeman, Mont.; 
Missoula, Mont., 
Spokane. 

The booklet, “Pacific Northwest 
Playground,” is free to residents 
of the area and publicizes all the 
vacation facilities and attractions 
in the section. 


RCA Victor to Move 


RCA Victor’s West Coast head- 
quarters will be moved to Holly- 
wood Aug. 1. A long term lease 
between NBC and RCA Victor has 


KXLL, 
and KXLY, 


been signed for the front part of | 
the Otto K. Olesen building. The) 


Olesen company will continue to 
occupy the rear portion. The 
structure, which will be renamed 
the RCA building, is part of NBC’s 


entire city block in the heart of | 


Hollywood. 


To Yankee Writing 


Hastings Hatchery, Parsonsburg, | 


Md., chick producer, has appointed 
the Yankee Writing Service, Guil- 
ford, Conn., as its advertising 
counsel. 


Pd 


THE TEEN-AGERS 


But back of this 
there’s a 
TALENT PRODI 


Dixie Nighteap 


Comedy by such 


bands. 


choosy citizens. 


teen-age 
schedule. But 


HARRY STONE, Gen. Mgr. 

WINSTON S. DUSTIN, Comm. Mgr. 

EDWARD PETRY & CO., 
Notional Representatives 


“The Beat in Groadeasting™ 


Bobby-sox occasion. 


siory- —t he 


ICTION in 


Brasfield, and Jamup and Honey . . 
Betty and the Dixie Dons, Carolyn Malone, 
Kitty Faulkner, and Jack Baker . . 


Owen Bradley and Beasley Smith and _ their 


loaded with surprises——-and paced fast. 


HAVE A TERRIFIC TIME! 


When Dixie Nightcap goes out over our 50,000 
watt, clear channel signal it is an uproarious, 


You'd think it all hap- 


pened on the spur of the moment. 


seemingly spontaneous effect 
of WSM LIVE 


action. 


story 


is a great variety show 


moulded from our roster of 300 entertainers. 


stars as Minnie Pearl, Rod 
. songs by 


. music by 


Its packed with name guest stars — 


It’s 


typical of WSM produced shows that keep 650 
a hot-spot on the dial for this area of 5 million 


@ FOR SALE? Well, we built it as part of the 


bracket of our public service 


it would be a good one for 


your teen-age product, wouldn't it? 


NASHVILLE 


KXLJ, Helena, | 
|Mont.; KXLK, Great Falls, Mont.; | 


Two Chicago marriages of interest are those of Marye Dahnke. 


home economist of Kraft Foods Co., to Vernon Beatty, Swift & Co.’ 
ad mgr., and Bernice Ruttingh, secretary-treasurer of MacFarland 
Aveyard & Co. to Carlton Cummings, assistant to the pres. an 
account exec of the same agency... 

Joseph A. Deglman, pres. of the Milwaukee Advertising Club, i: 
planning for a record crowd the evening of May 27. Mrs. F. D 
Roosevelt will speak at a dinner scheduled for the Schroeder Hote! 
on the subject “Is There an Instrument for World Peace?” ... 


Kellogg M. Patterson, for many years western manager of the 


Cincinnati Times-Star in Chicago, and in recent years a practi- 


tioner of public relations and publicity, is now in Washington as 
. . According to the 
latest tally, General Manager Lloyd Yoder of KOA, Denver, pushed 


Superintendent of Documents, U. S. Senate. 


the Denver chapter’s 
1947 Red Cross drive 
over the quota by 
60%. During the 
campaign he made 
more than 20 
speeches, wrote edi- 
torials and appeared 
on several broad- 
case. .. 

Deane Uptegrove, 
v.p. and creative di- 
rector of Alley & 
Richards, has been 
appointed to the ad- 
visory council of the 
Cooper Union Art 
School in New York. 
. .. Earl Gross, of the 
Stevens - Gross Stu- 
dios, Chicago, had an 
exhibition of his 
work, recently, in the 
Room of Chicago Art 
at the Art Institute ... 
And Harold Jensen, 
art dir. of Tatham- 
Laird, representing 
the Art Directors 
Club of Chicago, and 
Richard Schlesinger, 
ad mgr. of Carson 
Pirie Scott, are de- 


DR. CHRISTIAN VISITED—Mrs. Harry McCann, 
wife of the president of McCann-Erickson and 
producer of the CBS program, “Dr. Christian,” 
which is sponsored by the Chesebrough Mfg. Co., 
while visiting Hollywood. She is pictured here 
Jean Oberg, whose 1942 grand prize winning "Dr. 
Christian Award" script, ‘Home is the Son," was 
rebroadcast on the night of Mrs. McCann's visit. 


signers of a course on principles of layout for ad dept. personnel 
Participating are Joe Bar- 
conic, BBDO; Fred Fisher, art dir., Montgomery Ward; George Ellin, 


of Carson’s which started March 17. 


art director and pres. of Artists Ltd., and Luther Johnson, BBDO. . 


An advertising man has been elected president of the Chicago 
Engineers’ Club, one of the oldest and largest organizations of its 


kind in the country. He is Robert H. Bacon, v.p. of Kreicker & 


Meloan, industrial advertising agency. Bob holds an E.E. degree 


from Illinois. . . 
Thoburn (Tobey) Wiant, an account exec on Packard Motor Cai 


Co. for Young & Rubicam, Detroit, has been elected local pres. of 
Sigma Delta Chi, nat’l journalistic fraternity. .. And Bob Hussey, 
head of program development for Y&R, Hollywood, has been on 


vacation in La Jolla, Cal... 


Board Chairman Atherton W. Hobler, of Benton & Bowles, New 
York, made a guest appearance on the CBS program, “Time for 
Reason—About Radio,’ in which he answered listeners’ questions 


and criticisms in regard to commercials. . . 


HAPPY BIRTHDAY—At the first birthday party of Walter Weir, Inc., held 

the New York agency's offices for newspaper, magazine and radio representativ: 

and their clients, President Weir (left) and Mrs. Weir welcome Charlie Bur! 
of Moloney, Regan & Schmitt. 


William George Bruce, 91-year-old pres. of Bruce Publishing C<« 
Milwaukee, is slated to receive the University of Notre Dame Laé 
tare medal for 1947 which, the university said, “honors one wl 
through the publication of significant educational works, has cor 
tributed much to American Life.” . . 

Ad agencies and 12 local stores cooperated with the Oregon Ad 
club, Portland, not long ago, in putting on a spring fashion shov 
Mary Margaret Godfrey, account exec of Short & Baum, was com 
mentator, and Margaret Griffith of McCann- Erickson was i 
charge of the doings... 


Consolidated, looks in on a broadcast of the show 


with Jean Hersholt, who plays the title role, and 
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Advertising Age, March 31, 1947 


Radio Lux Probes 
Listening Habits 
of 28,000,000 


New YorK—Radio Luxembourg 
in January and February queried 
about 1,700 French and _ 700 
Belgian residents on their radio 
listening habits, the sample rep- 
resenting a total population of 
more than 28,000,000. 

About 45% of the French and 
57% of the Belgian respondents re- 
port they regularly tune in on 
Radio Lux’s programs, and 76% 
of the French and 86% of the 
Belgians say reception is “excel- 
lent to good.” 

During the daytime about one- 
third of the French and one-fourth 
of the Belgian homes listen to the 
station. In both countries, radio 
listening is generally a family af- 
fair; between 80% and 90% of all 
respondents report the whole fam- 
ily shares programs. 

In view of war and postwar 
difficulties, the percentage of 
homes with working radios is sur- 
prisingly high: 87% in France 
and 81% in Belgium. 


Forecasts $1,000,000 Billings 


Radio Lux resumed commercial 
broadcasts in January, 1946, and 
by the end of the year had 
monthly billings of about $50,000 
and 45 sponsors. Station officials 
say business continues excellent 
and by the end of 1947 they expect 
billings to total $1,000,000, about 
double the previous year’s. 

The station established a New 
York office last January and is 
currently driving for more U. S. 
sponsors. Two American firms are 
now bankrolling shows. 

“L’Heure de Coca-Cola” is pro- 
duced for the Coca-Cola Export 

poration by SODICO, Paris 

' branch of the McCann-Erickson 
agency. The series features a 
semi-classical jazz program with 
a drama spot. Agency executives 
say they have succeeded in build- 


il ADVERTISING MAN! 
eye-catcher 
have EYE’ CATCHERS on his desk! 
(,o0d idea, don’t you think? 


I’m an 
every adv. man should 


You can take it from me, you must 
catch their eye before you can make 
them buy!! EYE’ CATCHERS is 


tops in advertising photos 


f you want to illustrate all your ads 
top readers QUICKLY 
it you need inspiration for nimble 


ins 


If you are spendthrift enough to 
ivest $7.50 per month in an EYE’ 
“ATCHER membership that will 
elp you to profitably cash in on a 
ollection of some 10,000 outstand- 
1g sales promotion photos 


j Ar 
EN take a few seconds to write 


ir letterhead for FREE SAM 
| Y Proof Books and see for your- 


EYE’ CATCHERS, Ine. 


10 E. 38th Street 
New York 16, N. 


ling a fast-paced, close-knit show 
|'which may set a new pattern for 
French radio. 

The B. F. Goodrich Tire Com- 
pany, Akron, O., also sponsors a 
Radio Lux program, the business 
being placed by a foreign sub- 
sidiary. 


Appoints MacDonald Co. 


Roy M. MacDonald Company, 
with offices in San Francisco, Los 


pointed to represent Public Works 
News, New York, on the Pacific 
Coast. 


Packard Joins Koltys 

S. S. Packard, formerly with 
Maxon, Inc., has joined the crea- 
tive staff of Henry Koltys Com- 
pany, Detroit. 


Woodbury Starts 
Tie-in Campaign 
for New ‘Fiesta’ 


| (Picture on Page 1) 


| Cincinnati—John H. Woodbury, | 
|New York, is the agency. 
for Fiesta powder, lipstick and_| 


‘Inc., will launch a new campaign 


|} in 


rouge April 1, with advertisements 
women’s magazines, Sunday 


'Parsons show on ABC. 


be timed to catch the release date 
|of Metro-Goldwyn-Mayer’s 
| esta,” 
-and the copy stresses the tie-in. 

| Opening ad in the drive features 


‘a picture of Miss Williams, with 


| first 


“Fi- | ae : ; 
starring Esther Williams, | G47dens, Collier’s, Holiday, Look 


this note in the copy: “Blended | 
for Fiesta’s dazzling star, | 
Esther Williams, this enchanting 
new Woodbury shade is color- 
right for you!” A coupon offers | 
readers a free Woodbury powder | 
sample and make-up chart. 

Robert W. Orr & Associates, | 


Sets Insect Lamp Drive 
Verd - A - Ray Corporation, To- 


Angeles and Seattle, has been ap- | newspaper supplements and com~|jedo, has expanded its 1947 ad 
/mercials on the company’s Louella 


schedule for its insect repellent 


| lamp to include five consumer and 
| The company’s campaign will | 


11 trade publications. Two-color 
ads will appear, beginning with 
June issues, in Better Homes & 


and The Saturday Evening Post. 
Business paper coverage will be 
concentrated in the food, drug, 
hardware, electrical and chain 


store fields. Counter displays, 
window streamers, leaflets and co- 
operative newspaper ads also will 


be used. H. M. Klingensmith 
Company, Canton, O., is the 
agency. 


Gets Cosmetics Account 


Charles of the Ritz of Canada, 
Montreal, manufacturer of cos- 
metics, has named the new Mon- 
treal division of Walsh Advertising 
Company to direct its advertising. 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Illinois 


For example, the Polo Grounds bursts its seams when that many people 


try to get in. Now visualize the Polo Grounds jam-packed, not with 


ball fans but with the most important people in the 
BUILDING business, so that you could take 
any seat — yes, any seat — and be surrounded 


by good customers and prospects. 


....That is what it means to have the FORUM —_ 


60,000 circulation — which it now does. 


o—-FORUM-..-. 
eee SF Lie 


LAL 


. oe. See 

WLLLLLETE 
Te eee taditin:: 
TL 
hi eee 
stn 
sahara 


From airports to zoos, in every classifiea- 


tion of Building, ForuM readers have the 


last word — the 


— 


rreatest Building power 


ever assembled by a magazine. Year after 


year, Forum carries the largest advertis- 


ing revenue of any Building magazine. 


The Architectural FORUM Magazine of Building, 350 5th Av 


e., New York 1, N.Y, 
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Male Beauty Costs | 


Are 1/4 of Female 


New YorK—American men 
spent exactly one-fourth as much 
in 1946 to be handsome as did 
American women to be beautiful. 

As announced recently (AA, 
March 17), women spent $850,- 
000,000 for cosmetics, Beauty 
Fashion estimates. 

Now comes Eversharp, Inc., with 
the results of a survey which 
showed that men spent $212,000,- 
000 at retail with similar intent. 
The largest item, $112,800,000, 
went for razors and blades, by 
46,000,000 shavers. This con- 
trasted with $78,000,000 in the 
best previous year, 1929. Last 
year 2.5 billion blades were sold, 
or an increase of more than one 
billion from 1941. 

Packaged toiletries for men in 
1946 totaled $55,000,000, Eversharp | 
estimates, and shaving cream $25,- 
600,000. 

Other male items were after- 


Cut your 
art and 
production 
costs! 


artype-printed on transparent, 


self-adhesive sheets, saves you | 


time and money. Efficient, 
easy to use, the perfect answer 
to your high type and letter- 


ing costs. Mail coupon for) 


free sample! 


632 


FREE! MAIL THIS COUPON TODAY 


ARTYPE INCORPORATED, Dept. E 
30 East Iilinc 


s Street, Chicago 1! 1, Illinois 


Please send free sample and catalog 
Address 

Cit Zone 
Stote 


Bie A eee et 


shave lotion, $9,000,000; lather |face powder, and only about 
brushes, $6,600,000; talcum, $2,-|1/10th as much for after-shave 
200,000, and styptic pencils and/| lotion as women did for perfumes, 
razor strops together about $1,- | colognes and toilet water. 
000,000. 


In 1944, when military strength Pillsbu A e 
was at peak, Eversharp pointed | ry Appoints 


out, the average soldier or sailor Jones Ups Buswell 
used 125 blades annually, in con-| Pillsbury Mills,-Minneapolis, has 
trast with 49 for the average|@Ppointed John G. Jones as ad- 
civilian |vertising and sales promotion 
Po | manager of the bulk prepared mix 
Incidentally, the men spent only | givision, with headquarters in 
about 1/33rd as much for talcum|New York. Mr. Jones has been 


powder as the women spent for! with Anheuser-Busch. Pillsbury 


also has promoted Clark J. Bus- 
well, formerly assistant manager 
of seaboard region grocery prod- 
ucts sales, to sales manager, New 
York region, of the prepared mix 
division. 


Derby Promotes Lane 


A. O. Lane has been appointed 
general sales manager of Derby 
Foods, Inc., Chicago. He will di- 
rect Derby meat specialties in ad- 
dition to the sales of Peter Pan 
peanut butter, which he has han- 
dled for some time. 
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‘Kimball Names Wasser 


| Burton G. Wasser, for nine ye: rs 
vice-president of Potts-Turnb,\|! 
Company, Kansas City, has been 
appointed vice-president of A»b- 
bott Kimball Company, Kansas 
City. 


Appoints Butler 

Aldis P. Butler, formerly with 
Ruthrauff & Ryan and Warwick & 
Legler, has joined Doherty, Clif- 
ford and Shenfield, New York, as 
an account executive. 


HAPPY (Prof) HOLIDAY says: 
- Students! What do folks on a holiday -\' 


have in common? 


Imagine for a moment that you're on a 
holiday —you’re physically relaxed yet mentally 
alert, keenly observant ... you’re in a receptive 
mood ... open and responsive to suggestion. Feels 
pretty good, doesn’t it? That, students, is pretty 
much how it feels when you read Holiday —the 
magazine that’s in a class by itself. 


Yes, whether you’re on a holiday or reading 
Holiday, it’s Holiday time...a time when life is 
stimulating and exciting. It’s a time when families 


over 600,000 
Sept.). Every 


one magazine, 


The new market today is 


ra 
1 


i & 
= 4°: ee and 


e,*? a 


To learn the answer. .. 


~ Know the 3 Rs ofa 


are on the lookout for vital new ideas. It’s the time 
when they are 
Every month it’s Holiday time in the homes of 


most relaxed, receptive, responsive: 


smart families (750,000 plus come 
month it’s Holiday time for smart 


advertisers, too. For, at last, between the covers 0! 


they can reach the great HOLIDAY 


market—the only market that’s relaxed, receptis¢, 
responsive. Remember — it’s the new market tod: y, 
and it’s exclusive with Holiday! 
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._..{ Times-Herald’ 

>" naugurates New 
Ad- Faas . 
nf FOO Store Audit 


| 
| 


The new audit, patterned after|sample has been pegged at the 


the study employed by the New|correct number of stores. 


The 


York World - Telegram, will be 


| started with 350 food field brands, 


| | 
| 


in more than 40 food classifica- | February, is being conducted by a 


! 


| monthly inventory, which reached | 
the preliminary testing stage in 


Company, New York, has joined| . 


R. R. Bowker Company, New York, | 


publisher of Publishers’ 


Weekly | 


and Library Journal, as promotion | 
manager. 


WASHINGTON — The Washington | show the number of stores in the | direction of a store inventory spe- ‘Names Lowell A. M. 
inaugurating a /panel stocking each product; total | cialist. 
“Continuing Grocery Store Audit” | monthly sales of each item; aver- —_—______ 
within the nation’s capital, to provide|age sale per store, and relative| Fjelds Joins Bowker 
| sales position of each brand. 

| Edmund F. Jewell, advertising 
wholesalers and advertising agen- | director of the paper, said no fig- 
‘ures will be released until the! socks division of Chester H. Roth! pany, Glendale, Cal. 


Times-Herald is 


ck &§.p-to-date marketing information 
, the food field to manufacturers, 


ies. 


| tions. 


Subsequent reports will staff of trained field workers under 


William A. Lowell, who prior 
to his service with the Twelfth 
Air Force was purchasing agent 
of advertising material and media 

Jerome Fields, formerly assist-|of Stewart-Warner Corporation, 
ant advertising manager and sales | Chicago, has been named advertis- 
| promotion manager of the Esquire | ing manager of Soil-Off Mfg. Com- 
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Holiday Helps You | 
ToKnow The World 


it’s the thrill of new lands, new peoples, 
new ideas! It tells about gay and colorful 
places over the world! But more than that, 
Holiday is penetrating and authentic—helps 
you to know the world better, so that you 
may choose more wisely the places you'll 
go, the clothes you'll wear, the things you'll 
take. In short, Holiday covers the world of 
men and a world of things! For example: 


Sy 


another international junket — this time to 
Bermuda, the British isle of peace and 
plenty, where folks don't hurry or worry, 


| 
The April issue of Holiday takes you on | 
fret or sweat... and live much longer. 


HE DIDN'T | 
_ KNOW HIS 3 R'S 


y é , 
: — . ae _ 


Next stop is Limerick, Eire, a bit of sod in 

i the old country that is short of shillelaghs | 
end long on characters. Again, Holiday i 

helps you to know and understand other™ 

people in other parts of the world. 


From Limerick to Hanniba! (Mo., that is) is 
a long jump, but Holiday takes it in stride. 
You'll love Mark Twain's home town and 


= 
a 
vA 


exelusive with 


A CURTIS PUBLICATION 


Holiday 


t 


thrill cgain to the adventures of Tom 
Sawyer and Huck Finn. Thus, Holiday 
broadens your horizons of information and 


Independence Square, Philadelphia 5, Pa. 


| recreation. Enjoy your Holiday! 
5 a ee Mea IE ib Se acs 


It’s a little 
embarrassing 
blowing your 


P.S. These ore the official 
ABC figures for the 20 
distributing units, 6 months 
ended September 30,1946, 


...and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, inevery 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 
\VEEKLY 


“The Nation’s Reading Habit” 
A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
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‘Arizona Times’ 
to Become Daily 


PHOENIX — The Arizona Times, 
launched in February, 1946, by 
John and Anna Boettiger as a 
weekly, free distribution news- 
paper, will become a daily May 1 
and will be converted to a paid 
subscription basis. The paper now 
is published three times a week. 

Mr. Boettiger, editor and pub- 
lisher, said the Times is adding 
comic strips to its features and, 
starting March 30, will publish two 


pages of comics on a three times | 


a week basis, printing two strips 
of each feature daily. A national 
wire service will be added May l. 

By late April, said Mr. Boettiger, 


| pany, 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
Foreign ountries — Astronomical and 
Astrelogical Data, Weather Forecasts, 

Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


distribution of the Times will be 
boosted to 50,000 families. ‘‘Based 
on surveys we have made, the 
Times should start off with a very 
substantial paid circulation,” he 
added. “After May 1 we will have 
no free distribution of any kind, 
other than normal sampling pro- 
motions such as are usual practice 
with all newspapers.” 

Mr. Boettiger is associate editor 
of the publication and writes a 
regular column for the Times. 
Other executives include W. V. 
O’Brien, business manager, and 
W. T. Dickson, advertising di- 
rector. 


a | 
Appoints Lieber Agency 
American Merchandising Com- | 
Montgomery, Ala., has| 
named Lieber Advertising Com- 
pany, Chicago, to handle its adver- 
tising. The present schedule calls | 
for about $5,000 per month to be} 
spent in the country editions of the | 
Boston Advertiser, Chicago Herald- | 
American, New York Mirror and | 


New York News as well as Army | 


Times, Capper’s Weekly and Grit. 


will be used for advertising in | 2 . 
movie detective, romance and Cangys Bill Wins 
Kell A ints Th S d Ok f 
sig 4 hte chsh nang pee y ay rom 


| pointed advertising manager of the 
| Kellogg Company of Canada, Lon- 


|S. W. Harvey has been appointed 
sales manager of the Kellogg Com- 
pany of Great Britain, Manchester, 
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of Commerce. 

While the Senate has a number; 
of ‘‘must” items on its agenda for 
the. next two weeks, Senator 
Hawkes’ cffice expressed hope 
| that the census measure will reach 
the floor next week, possibly Mon- 


. Pe 
don, Ont. L. C. Roll has been Senate Committee a actual date for debate on 


named assistant general manager. the measure will depend on Wil- 
House Action Held 


liam Langer (R., N. D.), commit- 
n tee chairman, who will handle the 
Unlikely, However, 
Before May 


explanation of the measure on the 
Senate floor. 


England. 
Two to Adair & Director 


Electronic Photo Devices, Inc., on 737 | ee : ae 
and Radio Ham Shack, both in WasHIncToN—The Senate civil| Prior to its decision Tuesday to 


New York, have placed their ad- |S¢Tvice and post office committee | report the bill, the committee had 
vertising with Adair & Director|8#V@ Unanimous approval last|received an unusually heavy 
Advertising Agency, New York.| week to S554, the Hawkes bill| amount of supporting mail from 
Newspapers, trade publications | establishing quinquennial censuses | business, academic, and other in 
and magazines will be used. of business and manufactures, to | terests throughout the country. 
ee begin with studies covering 1947.| The bill, and its companion 
3 to Keelor & Stites The committee acted without) House measure, HR182l, spon- 
Keelor & Stites Company, Cin- | hearings, after studying an analysis | sored by Rep. Harold Hagen (R., 
cinnati, has been appointed to|of the measure submitted by its;Minn.) has strong endorsement 
handle the advertising of Ohio Na- | sponsor, Sen. Albert Hawkes (R.,| from the American Marketing As- 
eet —* Bg ene ne: |i. J.) and additional endorse- | sociation and from other business 
poe: gal United States “Drill Head 'ments produced by thé committee | groups, including the U. S. Cham- 
on statistics of the U. S. Chamber | ber of Commerce. 


Wins Extensive Support 


|In addition, about $8,000‘a month | Company, all in Cincinnati. 


The Tumes-Herald Inaugurates The 


CONTINUING GROCERY STORE AUDIT 
IN WASHINGTON, D.C 


fe) 2 
: Monthly Sales and 

Distribution © 

Each Brand! 


Fai 


The aftermath of the war—shortages . . . lifting of price 
controls introduction of many new products and the 
problems of distribution have made it more important 
than ever for food manufacturers, wholesalers and job- 
bers to know how merchandise is moving in grocery 
stores. The Continuing Grocery Store Audit of the 
Times-Herald—which has been in the preliminary test- 
ing stage since February 1947—soon will provide an 
authentic picture of the sales of leading brands 


Each month a carefully selected sample of grocery 
stores in the city and retail trading zone of Washington 
will be inventoried. This panel is now being developed 
by the progressive sampling method and no findings 
will be released until the correct number of stores has 
been reached. The findings will present an up-to-the- 
minute, accurate cross-section of grocery purchases 
in America’s 7th largest food market. Reliability of the 
findings is assured because the Times-Herald Grocery 
Store Audit is being conducted by a highly skilled field 
staff under the direction of a competent store inventory 


specialist. The method conforms precisely to the tech- 
nique so successfully initiated by the New York World 
Telegram. A method, by the way, that is being adopted 
by many leading newspapers throughout the country 
under the standards set up by the Bureau of Advertis- 
ing of the American Newspaper Publishers Association. 


Reports will cover hundreds of branded grocery store 
products and will show how many stores in the panel 
stock each product: the total monthly sales of each item; 
stock on hand; the average sales per store and the 
relative sales position of each brand. 


These important monthly tabulations will be available 
exclusively in Washington through the Times-Herald 
Food manufacturers. distributors and advertising agen- 
cies servicing food accounts who wish to receive the 
reports when they are released, should address requests 
to A. A. Howard, National Advertising Manager. Times- 
Herald, Washington 5, D.C. 


t 


eee ae 


Times Herala 


WASHINGTON, D C. 
FIRST IN CIRCULATION FOR 9 STRAIGHT YEARS 


National Representative: GEORGE A. McDEVITT CO. 


C—~AMERICA'S 


WASHINGTON, D. 


GREAT MIDDLE 


INCOME MARKET! 


| In his explanation to the Senate 
|committee, Senator Hawkes said 
| that business men need the facts 
“to tell them where markets are, 
|what the consumer is_ buying, 
where new plants are _ located, 
where wholesale and retail estab- 
| lishments are, what the labor sup- 
ply is, where new merchandise is 
to be obtained, what the consumer 
needs, and other facts essential t 
the smooth operation of the fre« 
enterprise system.” 


Says Data Widely Used 


The Senator pointed out that it 
was not exclusively a_ business 
man’s bill, for the data is used 
by high schools, universities, leg- 
islative and governmental officers, 
economists, research organizations, 
and other elements of American 
society. 

Funds for these studies were in- 
cluded in the $37.5 billion budget 


submitted by President Truman 


in January. At that time, the 
President stated that the work 
could not go ahead unless Con- 
gress passed enabling legislation 

The bill provides for a full Cen- 
sus of Business and Manufactures 
every five years, with the first 
early next year, covering 1947 
They also authorize “current” re- 
ports on a sample basis in the 
periods between full studies. 

The bill is based on a simila! 
measure that was thoroughly dis- 
cussed by the old House census 
committee last year. Since _ the 
present measure eliminates the 
controversial points that developed 
in the old bill, Senator Lange! 
and his committee saw no need 
to delay for further study. 

As yet, there has been no word 
from the House civil service and 
post office committee on HR182! 
| With the committee currently 
cupied with postage rates, Re! 
Hagen said Wednesday that 
may be a month before there is 
any action on the bill. 


‘Square D Shifts Four 


G. H. LaPiner has been 
pointed advertising manager of ‘he 
| switch and panel division of ‘he 
Square D Company in Detroit, 
with. D. A. Roehm as assist: 
| T. C. Vogel has been named h« 
of the advertising section in 
sales department of the indust 
| controller division in Milwau! 
| T. B. Martin, formerly in charg« 
|advertising, has been appoin 
| production manager of the ind 
| trial controller division. 
| 


Apex Launches Drive 


Apex Electrical Mfg. Comp: 
Cleveland, has launched a colo! 
campaign in Better Homes & G 
dens, Country Gentleman, G 
Housekeeping, Ladies’ Home J: 
nal and The Saturday Ever 
Post, using a new theme, “A 
All Isn’t This What You Re 
Want?”. Meldrum & Fewsm 
Cleveland, is the agency. 
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| | 


Why Not an Award 
for the Ad that 


Sells the Most Goods? 


q In the Grocery and Drug Fields, 
What about a Citation for the Advertising 
that Wins New Users at Lowest Cost? 


PEC Y S828 


= me 


DUANE JONES COMPANY 


Package Products Advertising 


Won Othe mee Fee 


ea oe ae ee ae a ae a he he See 


LOVE THOSE SALES—Simultaneously 
with publication of this large-space in- 
sertion in the New York Herald Trib- 
une and Times, Duane Jones Co. an- 
nounced an annual award of a loving | 
cup to "the employe who produces the | 
advertisement or idea that sells the 
most goods in 1947 for each dollar 
spent for the advertising.’ On its fifth 
anniversary, March 15, the agency an- 
nounced that its annual billings are 
now at the rate of $12,500,000. 


Lesly Book Tells — 
PR Case Histories 


New YorkK — Philip Lesly, now 
director of the public relations di- 
vision of I. G. Grawoig & Associ- 
ates, Chicago management con- 
sultant, has written “Public Rela- 
tions in Action” (Ziff-Davis, 
$4.50). The book is an anthology 
of public relations case histories, 
most of them taken from the 
awards list of the American Public 
Relations Association. 

“Public Relations in Action” is 
a report on the methods used by 
30 companies and_ associations, 
ranging in scope and problems 
from the Advertising Council to 
the Congress of Industrial Organ- 
izations to Long Beach Retailers’ 
Association, to solve particular 
public relations puzzles. 

In each of the 30 cases cited, Mr. | 
Lesly has tried to analyze the| 
methods employed, the objectives, | 
media, results—and in some cases, 
costs. 

In a foreword, Robert E. Harper, 
executive director of APRA, calls 
the book a help to those actively | 
working in public relations, a 
valuable guide for new aspirants | 
to the field, and a forerunner of | 
the sort of texts with which APRA 
hopes to equip educational insti- 
tutions offering public relations 
courses. 

Mr. Lesly wrote an earlier book, 
“Public Relations: Principles and 
Procedures” with T. R. Sills. Mr. 
Lesly joined Sills in Chicago after 
working in the public relations de- 
partment of Northwestern Uni- 
versity, and later headed Sills’ 
New York office. 


Bruninga to Midwest 


Midwest Mfg. Company, Gales- 
burg, Ill., maker of Kitchen-Kraft 
steel kitchens, has appointed Ar- | 
thur M. Bruninga, formerly with 
the advertising department of the 
Chicago Daily News, as advertis-| 
ing manager. 


Pfeiffer Appointed 

Oliver E. Pfeiffer, with Reiss 
Advertising, Lawrence, Mass., be- 
fore his Navy service, has been 
appointed advertising manager of 
the telephone division of Dicto- 
Sraph Products, Inc., New York. 


Tyson Boosts Santi 


O. S. Tyson & Co., New York 
industrial advertising agency, has 
promoted Aldo L. Santi, with the 
agency since 1943, from assistant | 
irt director to art director. j 


Increases Ad Budget 


Sutcliffe & Bingham Ltd., To- 
ronto, has increased its budget for 
Kkovah salts. Insertions in Cana- 
dian dailies from coast to coast, 
trade promotion and direct mail 
are being handled by MacLaren 
Advertising Company, Toronto. 


Lorie Names Ellis 


Lorie Limited, Toronto, manu- 
facturer of Lorie watches, Forget- 
Me-Not diamond rings and Char- 
mant pearls, has appointed Ellis 
Advertising Company, Toronto, to 
handle its account. 


Two Join Four A’s 

The Condon Company, Tacoma, 
and Sykes Advertising Agency, 
Pittsburgh, have joined the Ameri- 
can Association of Advertising 
Agencies. 


Moon-Kist Opens Drive 

Moon-Kist Clams, Inc., Los An- 
geles, is launching a newspaper 
campaign in Los Angeles dailies 
through Allied Advertising Agen- 
cies. 


"'EBCing you’... in INDIANAPOLIS 


What the “Hoopers” won’t tell you 
the “Hoosieratings” will 


Don’t think for a minute that we do not treasure our 
Hoopers. But it has troubled us no end that they are only 
indicative of the popularity of WIBC programs in Indian- 
apolis, alone . . . giving no hint of the magnitude of WIB C 
audiences throughout the rich, 33-county market of Central 
Indiana. And so we have coined a word to remedy this de- 
plorable situation. The word is “Hoosierating” and, if you 
will examine the BMB reports and our 1946 mail analysis, you 
will find that the programs presented daily by Indianapolis’ 
live talent station have a very robust and constantly growing 
“Hoosierating.” See your John Blair Man for verification. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The INDIANAPOLIS NEWS 


Wibt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


Station 


atanataee ohahe ie etnte ates 


Your “Letter Perfect” Salesman 


Articulately, in exactly the words and with the precise 


inflection you have approved, this salesman presents your 
product. His story 
tures of your merchandise being manufactured, tested, 
used. It is the ultimate in persuasive proof. It works for 
you, in automatic perfection, wherever your actual and 
prospective customers may be. 


N. B.: Its effectiveness and versatility in job training, 


sales education, and similar programs is unparalleled. 
, ! } 


is made more graphic by motion pic- 


the all-in-one cabinet motion pic- 
ture projector for display rooms, 
department stores, transportation 
terminals, lobbies, and offices. 


Chicago 54, Illinois 


oe aes fc rea Hee 3 ee. E. Fe: ‘ : Pa $ , oe Rs MEO te ee oe ae 1 AR 
‘ = — fy + ‘ 5 ». : é , a Wie a coat Bee oki RES 
_ e 7 cis - = is. J : er = =k me 
es pay Tear 
21 ok ae cE 
ee : "alias a 
947 —— ee 
ee te a4 
fi r | : Aig 7 
| ae 
tor | ’ ect kt 
pe | a 
} ¢ ae 
aan. a 
PO a 
on | Mine oe 
Vil- Sassen somes one | si 
nit- wirint SS | St | es 
the penton SSS a | - 
the SSaecee: taessses | Soe : 
Cececeress ..,eemeee == | | 
as | | ; 
y to == ahdapelaalll 2 SSS = 
: mua. Cee — > | 
had SSSSS SSS | SS | | ! 
avy a tes | eee | | 
rom cSuieeee ieesecee | “See | | | 
. SUNS. Seu weese | reece 
in- Sane Te: Serooons | | : 
2 —_ poorest BR a | 
nion | 
| 
yon- ee | eee ; . 
(R | | a ie 
bey fm Seis 109 Leaps tomes Hem Post tN Plaee bated ‘ ae wh 
nent oosnneandiacints eae ‘ ae 
As- ea eal 
ness 7 
am- 
nate een eee 
said we See ee ee ee 
Salt : 28 oe + : ae - 2 cite Goat iS oA. 
facts Foor eee re ’ ” 
are, i. = J f : : 
ying, e - : ‘¥ , 
1 sé a a a : 
ated, ee : eS tet Te ; 
onesie iiiapuiaamaieanaticiennanitnl . = a - , 
a _ a aes "| ae ss 
Ee lO eee i Pe. _ 
ae ua ¢ ‘ ie an agg a : a 
Peat _ ee - cae fe lon ie aa : 5 ook € 
4 ' es i se aie “ - ‘ *: jj $ — an Bm ac 
re : are ee SP : | / ; . ae ne 
ae | — eS) ae ae 
ae ‘ il i o a - 
ee P a — bent evar a - cs ie * ; Ce Ae, 
eet lee, ae i 
= ae ; 2 ia : - - ; Bien nie 
— i e 
ifs beck aa : <i 7 ie ae 
ae Star ee — | Z alg Se 
s eee — ‘ 7 
c _ ae ae ee oe ae H i See 
: % a é so 9 an ie a impli a, i ite % Yoo 
= —— eerie RY UE Cate : 4 is 
4 : 7 Gee Sia? eae lelace ‘i Rit, 
= 2 oe ae . ee 
ue ee: a a >. c ies “3 
<2 sae se i Sms ¢ * o ; Radhi f r . ¥. | t ee as \ ; 
tg ae mo ie ‘ oP ne x eS a : a 7 
Be : BD paces ris] fe ae a oe a ; 
a I i i 
4 ee , aa : , 
- nk ee lll : p> ae e 
-— : ’ ‘eh Se ha a a ee - a zs 
S Sr. > 4 ; 
oe Patt SB 0h 3 Ee a a p 
Ce — "a ee < e ‘ 
“e —— Veg ee oh e as a ag Te es ae a a Ue : 
Ge ee —~ : ; ae 
a : a P Px Ns Pty 
a 3 ee a: 
= > ee 
i i is 28! 
| ° ie . S 
ee. Wad 
—— a 4 
P| + ie i 4 ’ 
a ee Sea 
Pere er. 
ie ea 
. ; il 
| | eee 
es a 
. 1. + Pie 
r of ine “ks rigs 
of the a 
Detroit, 2 =e 
sistant Ces 6 ie 
id head ie re . 
in (née Bi. 
Justria ‘iii a eeee 
ti Re ain Pixs. 
vauket i Ee | 4 bia 
large 0! : i. 
poin‘ed . Be ‘ : 4 
P } J . i 3 saiglies 
ind ‘6 r * per: 
ee — a - 
VS | 2 
Mn - wil 
fe Pe fa ral 
ym pi & 
iY 4s 
& Gar y : os ; 
ot JORO- (HMO | ae 
ve Jour ; : Pe- 
Eve saaitiaiina ini ) , , , ee | a i 
“A MILLS INDUSTRIES, INCORPORATED + Office and Display Room: 2212 Merchandise Mart eh fal — 
| a ) 
Rea) Sf 
wsmith 
: . 
. . . % = 


Circulation by States 
from A.B. C. Statements 
for Period Ending Dec. 31,1946 


SPORTS AFIELD LEADS 


[ 4 


OUTDOOR LIFE LEADS a F 


FIELD & STREAM LEADS 


ie: ‘a ' an ak ee oe sia ’ ; ix $7 = eR . : Re rh , ¢ ae 6 . ri ea Oe ee " sCapiiney re ihe, eR D ss. ee Be , ; oe 
Mee eo ag a igs Sie its rs ere ee . wuss ax ao Db po. 4b ae ss —oR i - nea ae gor ap . ee ‘ ies v % 2 x : 3% Bias : BES Rie a pshidiataate i geass ai 5g 2 ae Sere 
; g ype ee “i os 7? : : 
; a a M wa 
. SUAS: 
3 m3 F =" o*e “Pr, i 
nae Bec . i eed “ [Ton J i. 
oe ae : 7 Bie os AKO 
ae ie es ? : oo : a ‘ % pS ' df 
e 7 SOUTH DA 
™ 
COLORADO \ 
ARIZONA 4 
* : e 
| fe 
. | 
| ) TEXAS 
ee ae : 
| % 
. | 
“4 | 
ua NV, 
be " k : 
: = 7 
3 . od n 3 : “rs } aii a . 
‘ 
. 2 
4 - . a he - + ‘ ss . 


“wortos 


) 


W0.l SPORTSMENS UAC zy = 


} 1 ai re ae Sale ” ee = s i é % as iO teers aa Ne ae sia ey oy - P ik wih Sogs ge oe Bea. ht a st og ee 
2 ae a aes 
a i te TS <a Sy 
aS | < ‘a 
s : ei ae 
Z 4 . WJ £ or ) ' = 
ee a ale 4 4: é 
AKO . * % = 
~ 
~ we a 
—- wsconsn ff Pp sew YOR" | .- 
i f, - a 
y, Sa res 
NE : “ 
\: es sae 5 Gaaaiae 
ne td ial ae ais 
“a ae 
) \ ae ee 
te ee ae 
: a ome % 4 
eer ee — 
ae : * he ag ey 
49 
; : : ; > ge vs 
of | he 
rched acceptance 4 
Unmea dern Dee id | 
| AFIELD'S alerts ™ Ff 
TS e : ce 7 a i 
| 3 spOR with ie e 
2 e é ‘ ee oeee 
ORID ditor'a tists Mh be 
| . cts ? “sers and artic’: fae — 
a e wr iver ee sf... 2 an 
| big-nam nreed | iim 
rs] gvara eg = 
ylted in basa, = 7 7 
circulat! : . * 2 
\% p. B. © . coors: | 
2 | \ tl me high in P Ce 2. = 
i Wee eee ie, 
: \ -1 ie ae  .ehee 
AF an a a * . 
\ . — a 
es. % Be ih cs fs 
’ a azin he . 
; | —  — 
ee Tee ~- “ae s is | “ = ‘% ; - a 
| :, 
al | ¢ “a Es Ava 
ELS EE DLAI SS AMOR: tay eR be BS oe ; Signs at i 
e ss ers % set a og ele oe, 2 a ¥ cage ; Ete : he i - : ; 
? :; i i eR oe ms os 
- ae 7 ie 3 eM fe is as ‘ z - P \ a . : 


24 


pie 


Advertising Age, March 31, 1947 


Advertisi 
McKesson Issues | 
Employe Report | Remi 
Featuring a simplified balance | 
sheet headed “What We Own” and $250. 
“What We Are Worth” in place of | , 
“Assets” and “Liabilities.” Mc-| Soft drink manufacturers and|of Licensed Beverage Industries, Shav 
Kesson & Robbins, New York, has bottlers are reportedly preparing | Inc., for the entire wine and liquor 
issued its 1946 “Report to Em- for a battle against the proposed | industry probably will not be an- BRIDGEF 
La ier outlining the company’s one cent an ounce tax on syrup!|nounced until LBI’s first annual Rand’s ¢ 
pte yl wl pnsornga position at jn Pennsylvania, through which | meeting in May. vill sche 
ie helense shact eo - hotel the state expects to collect about Committees will act on various n the M 
explanation of each item, such as 5°8900,000 from soft drink sales | phases of it during April. One fac- Post and 
“Reserve for contingencies—-an “uring the next two years. The | tor to be determined is the degree troduce | 
amount set aside to cover unfor- measure, part of the tax program of local sponsorship. Walter M. versary s 
seeable losses over which manage- of the Duff Administration, seems | Swertfager Company is the agency. Streak sh 
hace Foch saggr ce and em to have been given the green light|The theme, incidentally, will be Lise ie 
sh Bir agi meee Gee coed in _ houses of the General As-| concerned with “nailing the lies” priors hs 
millions of dollars in advertising em ‘+ , ; ee | of the Dry forces. , me h ; 
and research. Carried at only $1.” eal Harris, Baltimore district | yeh, prego 
Charts and pictures carry the story ™anager for Coca-Cola Company, | The recent addition by Donahue ee a 
of employe benefits and progress declares that sales will drop off|& Coe, New York agency, of top- COUNCIL STRATEGISTS—Charles G. Mortimer Jr. (center) of General Foods, Initial | 
of the divisions and departments 30 to 35% if the tax becomes effec- | flight executives in several fields— newly-elected chairman of the Advertising Council, is congratulated by James — by four- 
as they relate to free enterprise. | tive June 1, as planned. However, | including Kenneth Collins, Howard W. Young (right) of J. Walter Thompson Co., retiring chairman, and Albert American 
aieiaicstinsiiae many retailers are believed to|Korman. Howard Newton and E. Winger, Crowell-Collier Publishing Co. Mr. Young will be chairman of a quire, F 
fe . = rm " £ ’ i i it . Wi k i i : 
Pacific Opens Drive i. favor this levy in lieu of a state | Peter ee eek weet aelatie. eed new policy planning committee, pane inger chairman of the executive B vorncwee! 
Pacific Mills Worsted division, sales tax. Industry officials think| this agency is all set to get an- Us Bs a 
New York, has opened its “Look the state’s estimated income of! other big account. pee paper adv 
to the Fabric First” campaign de- $38,000,000 is too high, that sc-| & J. Churchill, DAC” ; ‘ the pessimists who have prophe- promotior 
signed to. make _ buyers Pacific tually ‘it will amount. to about) ‘oc enka ae teal ame ( a i fon oS see Se eee 8 Leanne 
label conscious. For the first time, . out|dent, is said to believe in having ’ 1947,” Jos. S. Hildreth, president, § .ound ou 
it is using large-space newspaper $20,000,000. /more executive manpower avail- ’ has advised stockholders ae snot 
advertising in 28 leading markets eT ‘able than current needs require. F f A] G 2 . Ste sath ths oattitiene is tine en, Sar 
. Mite ed 
a coast to coast to supplement = Ajien L. Billingsley, president D&C’s latest large acquisition xpec alns; on reports of board members who — ie 
its regular full-page, full-color of Fuller & Smith & Ross. Cleve-|W@S Enterprise Productions, film i d blish in tl sas 
consumer magazine series. Wil- 'producer, from McCann-Erickson . ee oe a a 2 
liams & Saylor, Inc., New York, is land, has sent letters to news- | P ’ ~ ae ° business paper field and who are§¢17.50: a 
the agency. paper publishers whose papers _ ro [ .) own actively engaged in the company’ streak Fi 
carried F&S&R copy, praising them | Members of the National Con- operations. He added that “con-B frst of 
for their cooperation and asking — s Business Paper Editors,) New Yorx—McCall Corporation | tracts booked for 1947 are tangible shavers 
for suggestions and criticisms. He |W%° ©0 lectively last November, | reached new highs during 1946 in| evidence of the intention on the Remingto 
told the publishers that F&S&R’s | Could see only a slight recession OF | sales volume, profits, number of| part of the manufacturers in theff ¢91 50, 
| total billing with 166 newspapers | aa at all in business in the first | employes and wages paid, accord- | various industries we serve to con-f A new 
last year exceeded $3,000,000, | half of this year, are now gener- |ing to the annual report by Marvin | tinue their investments in adver-§ ing will | 
much of which ran the latter half ally convinced that a definite re-| pierce, president, who added that | tising during the year.” coneines 
of the year. He said the War amezeong or even a depression will) «We anticipate a somewhat larger| Income for the year ended Dec shaving | 
Assets account presented the occur by mid-1947—unless prices’ volume of business in all depart-|21 amounted to $8,708,000, com-f Remingto 
ACCEPTED agency with “many new and com- | @re scaled commenrd. | ments in the coming year.” | pared with $8,036,000 in 1945, with pers “wi 
j EDITORIAL a plicated problems of checking and | ; ‘ | Net sales for the past year ex-| net profit from operations, after§ -jjentele” 
— CONTENTS © billing.” | Between their concern with the ceeded $28,800,000, compared with | taxes, amounting to $1,090,000,8 chayes—o 
| x *  & | budget, the Near East and other | $24,360,000 for 1945, while net in- | compared with $565,000 in 45. planes, ar 
Build; | Although the theme finally has | Propiems, Se ee ae Cabinet come for the year amounted to —_——_—- will be 
ullaing 'been determined (AA, March 3), 7, 4 Peg ae — rn 11 | $3,722,000, or $7.12 per share, com- Three to MacLaren traditiona 
SUPPLY NEWS |the budget, media, starting date ocaaie poiccne sil “ot Life's eon mage Aig aay ere | MacL Advertising C any he actu 
and other factors of the campaign Pp petege .~,,| Share, in 1945. Wages jumped from Stee et Be ee trate toe ie shavers 
‘ slide film on “The New America. $7,724,000 to $10,100,000, including has appointed D. G. R. Brown, for- é , 
* * & provision Po cenalene , |mer treasurer and director of pee 10 y 
, : . 'Spitzer & Mills Ltd., as Toronto employed 
C On a note of i a Quincy | The company entered 1947 “with office manager, and Colin Mok schema The co 
gy orig ed Company 0 agg slightly improved prospects of| to take charge of film distribution]® 5,000,000 
Ill, has just sent a letter to all) more paper, but complete relief | for the agency in Toronto. Pierrelf it started 
its suppliers, signed by its presi-| cannot be expected before 1948,” | Ranger of the Montreal office haf i... here 


Minit 


inan OLD CIPY 


January, 1946. The value of manufact- 
ured products in 1946 was nearly 
double the 1941 total. 


dent and director of purchases. 
The last paragraph says: 

“We now give fair warning to 
every supplier. We will resist to 


WDVA Joins Mutual Net 


Station WDVA, Danville, Va., 
expected to begin operation early 


Mr. Pierce told stockholders. Mc- | been named radio director. 


| Call’s Magazine last year carried | ” . 
‘the largest volume of advertising, | Pass Edible Fish Tax 


| McCall’s price was boosted from | 
15 to 25 cents with the September 
issue to offset rapidly rising costs, | 
|but “there was no appreciable ef- | 


employes 
competito 
vice-presi 


in both pages and dollars, and its| The Florida Commercial Fish-B ager of t 

our utmost any attempt to further jargest amount of editorial ma-_| eries Association, at its annua sion, told 

CHARLESTON ATTRACTING raise our buying prices. Don’t terial, he said, and “with sufficient |Meeting March 10, approved 2§ 1 4) ann 
raise prices and expect to remain | paper its circulation could have | resolution calling upon the state i Bytes 

NATIONAL ATTENTION friends in the years to come. Let’s | heen increased without difficulty legislature to levy a special tax on saetneag« 

prove quickly to the public that |}. an amount between 300,000 and | catches of edible fish, with which : = 1 ha 

the good old U. S. system of econ- 500 ahh conles” ’ to provide an advertising fund for§tactory co 

55 new industries have located in the omy is best by giving them lower ’ pies. this product. 000 to rek 

Charleston Metropolitan Area since prices. . .” | Price Increased hearty 32, 

Shaving C 


politan cit 
try. 


Snow C 


, 


Population of Metropolitan Charleston in May on 1250 ke, 5,000-watts day | fect on the sale,” the company | 


THE CHARLESTON EVENING POST 
 Ohe News and Courier 


Ross Opens Branch 

| Ross Advertising Agency, St. 
| Louis, has opened a New Orleans 
office in the Dodge building, with 
a complete art and copy staff to 
service its southern accounts. Joe 
Rosenfield Jr. is in charge of the 
office. 


domestic edition of Reader’s Di-| 


gest. MORNING STAF 


REGISTER-REPUBLIC 
 «491,000° 


CHILTON OPTIMISTIC 
PHILADELPHIA—The Chilton Com-| 

pany, reporting on a_ successful 

year in 1946, “cannot go along with | 


METROPOLITAN POPULA 


has increased by 60,000 since the +, and 1,000-watts night, has signed | president said. . oon t 
1940 census. asa Mutual affiliate. The Walker Redbook hit its highest circula- | distributi 
Company, New York, has been ap-|tion level and its highest gross foods éo ¥ 
Use The Charleston Newspapers — national sales representa- sales figure in 1946. During the | opened si: 
S._ meh Gtx tie iene _— | past decade it has almost doubled 95 key m: 
Charleston City and Leen Wades. | its circulation ‘and has risen from west and 
Circulation up from 44,041 in 1941 Names Crane Company | 19.3% of the circulation in its im- | ~ located 
to 74,341 December 1946. | Crane Company, Chicago manu-| mediately competitive field to) , oe 
erg wy tl only — lowest in | facturer of fixtures and plumbing 127.4%,” Mr. Pierce declared. “In y stud .~y 
ae oe er ee equipment, has signed with Alli-|the same period its advertising ‘ith a di 
‘ ‘ : : \ is 
P anceWare, Inc., Alliance, O., tO! »eyvenue has increased from 13.1% Aad either Los 
distribute Allianceware steel sani- | f the field to 17.4%.” Patte Ia : 
PRE-WAR AND POST-WAR CHARLESTON COUNTY _ | |taty_ fixtures on a non-exclusive | > 1 a Needlework were profit. peu 
Sein Cltalen Genedis Connie’ © . 5 a ibe ; basis, thus giving Alliance national | Book and Needlework were profit- SAYS... 
ee oe eee distribution without the merger of | ably distributed during the year, — Rockford has proved its worth as 2 Hillman 
Bank Clearings __ $69,919,460 § 93.312.460 $149.598.161 the two corporations objected to | while December, 1946, was the city many times because advertisers Hillman 
Bank Deposits -. 83,796,252 100,697,153 252,595,416 by the Department of Justice. =| 70th consecutive month in which ognize its perfect setup. A prospeffaxency, h 
Building Permits _ 2,221,732 2.920.465 1,537,581 cae eee | pattern sales exceeded those in the market w'ta 345 manufacturing p/™@Grossman 
Electric Meters __ 18,848 20,962 28,300 Pratt's Names Weed corresponding month of the pre- — oe area, ig ted 1 igtor. Mr. 
Gas Meters __. 8,934 9,524 10,450 F. Chapin Weed, who for sev- vious year. and a city a oe for a t ah ated his 
Water Meters 12,290 13,060 17.485 is 1 men wee ae maeetial Pgs During the past year, McCall test, yet not too large from a cos < ! and m 
Telephones 12 110 14.409 21.103 eral years was merchandising ex point. Include Rockford in your p w Yorl 
Postal Receipts 380.936 468.517 750.293 ecutive of Grand Union Company, | Corporation signed contracts to Barron A: 
Value Mfg Prods. 31 758 609 35 933 299 64 908218 operator of supermarkets and food | print Charm, Open Road for Boys, At the 7o on Llbin: 
Aut Regi - dd tig tte te eae ary: stores, has been named director of | Outdoors and Child Life, and as - Qn 
utos Registere 18,087 16,928 24,340 ‘pre Sekine Gl Meant fail < apy idler aK rm Gets To 
distributor sales of I Fatt s Fresh | soon as additional equipment is re- 
Frozen rooms, ine. New York. ceived, during the second half of ROC 4 FO ° [ ago J 
°47, it will start printing half of the | : vs ‘seen 7 
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Remington Spends 
$250,000 to Mark 


~. [Shaver’s 10th Year 


BRIDGEPORT, CONN. — Remington 
Rand’s electric shaver division 
will schedule four-color spreads 
n the May 17 Saturday Evening 
Post and May 31 Collier’s to in- 
troduce the 1947 line, or anni- 
versary series, of Remington Blue 
Streak shavers. 

The company, this year, is cele- 
brating the 10th anniversary of the 
first Remington electric shaver, 
and has appropriated $250,000 for 
the new advertising campaign. 

Initial spreads will be followed 
by four- and two-color pages in 
American Legion Magazine, Es- 
quire, Fortune, Liberty, Look, 
Newsweek, Fic, Time, True and 
U. S. News. Cooperative news- 
paper advertising for Father’s Day 


ophe- | »romotion and 12-page, four-color 
iS forf broadsides in business papers will 
ident, J -ound out this year’s drive. Bat- 
ten, Barton, Durstine & Osborn, 
based J New York, is the agency. 
s who’ The new line consists of a Rem- 
n thef ington Blue Streak Triple, at 
© are $17.50; a new Remington Blue 
2aNY SH Streak Foursome, which was the 
“con-f first of the Remington postwar | 
agibleB shavers, at $19.50, and a new | 
n the# Remington Blue Streak Five, at. 
n the $21.50. 
9 con- A new type of shaver advertis- | 
\dver- ing will be presented, designed to 
convince skeptics about electric 
1 Dec. § shaving that they should try a 
COM-# Remington. Illustrations of bar- 
» With bers “with the most particular 
after clientele’ giving Remington dry 
0,000, § shaves—on trains, ships, and. 
45. planes, and in distinguished hotels | 
will be used. In addition, the 
traditional approach, emphasizing 
npany the actual appearance of the 
n, for- Shavers, and outlining Reming- 
or off 'on’s 10 years of progress, will be 
orontc employed. 
Iconer The company has sold nearly 
bution 5,000,000 Remington shavers since 
Pierre®™ it started in 1937 in a small fac- 
ce has tory here with only a handful of 
employes and with more than 30 
competitors, Walter E. Chollar, 
vice-president and general man- 
Fish-§ ager of the electric shaver divi- 
a sion, told district sales managers 
ge at an annual three-day sales meet- 
ae os ing here. Today, he added, Rem- 
which ngton has a completely modern | 
nd for§ factory costing more than $3,000,- 


000 to rebuild, expand and equip, 
nearly 2,000 employes, and 100 
Shaving Centers located in metro- 
politan cities throughout the coun- 
try. 


Snow Crop Expands 


Snow Crop Marketers, New | 
York, as the first step in expanding | 
distribution of Snow Crop frozen 
foods to a nationwide basis, has 
opened six district offices serving 
95 key markets in the East, Mid- 
west and Southwest. Offices will 
be located in New York, Chicago, | 
Cincinnati, Pittsburgh, Syracuse | 
and Dallas. Expansion may in- 
clude the West Coast this spring, | 
vith a district office scheduled for | 
either Los Angeles or San Fran- | 
cisco. 


Hillman-Shane Appoints 


artisers Hillman-Shane, Los Angeles| 
prospe ency, has appointed Milton 
ing P'MGrossman as merchandising direc- | 
st loceitor. Mr. Grossman formerly op- | 
a thore ated his own industrial design- | 


‘and marketing organization in | 
‘Sow York, under 
irron Associates. 


the name of 


Gets Toy Account 


Allan Jay Products, maker of 
'.e Crib Circus and other plastic 
ys, has appointed Arthur Rosen- 
rg Company, New York, to 
ndle its advertising. 


colonial to Walsh 


Walsh Advertising, Inc., Mon- 
al, has been named to direct the 
vertising of Colonial Airlines in 
nada. 


Columbia Boosts Alarcon 


Columbia Records, Inc., New 
York, has appointed Ralph Alar- 
con, for nine years assistant man- 
ager of the export division, to ex- 
port manager. Mr. Alarcon, who 
has been with Columbia and its 
predecessors for 20 years, will con- 
tinue to make his headquarters at 
the main manufacturing plant in 
Bridgeport, Conn. 


Daily Uses 9-Pt Type 

In a move “to accelerate the 
speed of newspaper reading,” the 
Chicago Herald-American has 
changed its type face to the larger 
9-point Intertype Regal on a 9% 
point slug. 


Names Friend-Sloane 


Friend-Sloane Advertising, New 
York, has been named to direct the 


advertising of Leading Founda- | 
tions Company, maker of J. J.| 
Teen-Type foundation garments | 
for teen-age girls. Magazines and | 


trade publications will be used. | 


Traub Launches Drive 


Promotion for Orange Blossom 
rings, made by Traub Mfg. Com- 
pany of Canada, Windsor, will be- | 
gin in April in magazines and | 
rotogravure sections of French and | 
English weekend papers. McGuire | 
Advertising, Windsor, handles the | 
account. 


Branham to Associated | 

Charles A. Branham, formerly 
advertising and sales promotion | 
manager of American Products | 
Company, Cincinnati, has been | 
named service director of Asso- | 
ciated Advertising Agency, Cin- 
cinnati. 


| 
| 
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Hevenor Appoints Connor|Morrish to Cochran 


Barbara B. Connor, formerly in Edward P. Morrish, formerly 
the radio department of Young &| 
Rubicam and Ruthrauff & Ryan, | Corday and at one time chief of 
has been appointed radio director | the cosmetics division of OPA, has 
of Hevenor Advertising Agency,| joined Jacqueline Cochran cos- 
Albany, N. Y. 
| Miss Cochran. 


Join “Toronto Star’ 


Peter Perry, recently discharged | Joins Kiernan 
from the RCAF, and Hal Maulson Langdon R. Littlehale, previ- 
of the Canadian Army Ordnance} ously with McCann-Erickson and 
Corps have joined the national|Ruthrauff & Ryan, has joined 
advertising department of the To- Frank Kiernan & Co., New York, 
ronto Star. |as account executive. 


Thus beans 


\ Aepeatineg, / 
SAN DIEGO 


facts for Sales Executives 


Metropolitan area population 473,900 
(within 15 miles of downtown) 


San Diego County population 552,804 
21st Agricultural County! 


1946 Value of farm products $55,000,000 
1946 City Food sales volume $90,907,000 
1946 City Retail sales volume £64,147,000 
1946 City Drug sales volume $15,000,000 


Per Capita buying index 175.5 @§D 


THE SAN DiEGO UNION & TRIBUNE-SUN 


will give to even a modest advertising appropriation 
the impact of 


Concentrated $ $ $! 
in the West’s fastest growing market 
Consult our Representatives 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago » Denver + Seattle + Portiand + San Francisco + Los Angeles 


NE-SUN 


UNION and TRIBU 


Union Tribune Publishing Co., San Diego 12, California 


director of production for Parfum | 


|metics as executive assistant to} 


Economy Drive Forces Labor 
Dep't to Cut Staff in Half 


WASHINGTON — Government 

workers had an _ uncomfortable 
week, following the announcement 
that the GOP economy drive is 
forcing the Labor Department to 
dismiss possibly half of its 6,711 
employes. 
Since election day, public work- 
ers have tried to judge the impact 
of the “economy” drive. Retail 
sales have slumped here as indi- 
viduals waited for the blow, 
aware that the “economy” would 
have to be in terms of clerks and 
stenographers. 

Government workers, really a 
small part of the $37.5 billion 
budget, are the most vulnerable. 
The big budget items — veterans, 
defense, interest, contractual obli- 
gations—are hard to touch. 

The House allowed $1.5 billion 
for the Post Office, an item too 
close to the people to stand tink- 
ering. It was powerless to touch 
the $900,000,000 Federal Security 
Agency program, 90% of it for 
grants and benefits. 

Only after earmarking $71,728,- 
000 for state employment offices, 
could it cut Labor. By slashing | 
operating funds for Labor and the 
National Labor Relations Board 


40% below their 1947 levels, it 
“found” $12,000,000 toward that 


cherished $6 billion. 

It is not just the federal workers | 
who scream about these cuts. 
There will be less enforcement of 
the Wagner Act and the Wage and 
Hour Act. What will employers 
and unions say about further case | 
delays? | 

The Women’s Bureau, with) 
“friends at court,’ escaped un-| 
touched. The Bureau of Labor | 


By STANLEY E. COHEN, Washington Editor. 


longer be distributed free. To get | 
the statistical and analytical pic- | 
ture on such subjects as paper, | 
chemicals or fats, it will be neces- | 
sary to pay anywhere from 40. 
cents to $2.50. Congress and the 
services be on a fee basis wher-_| 
ever possible. On the same theory, | 
the House recently cut off a $40,- 
000 appropriation for shrimp and | 
oyster inspectors for the Food and 
Drug Administration. Packers 
will be required to pay the in-' 
spector’s salary in the future. 
% * * 

Though the President wants ex- 
port controls continued for another | 
year, the number of restricted 
items has declined from a wartime | 


ye 
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Too Many Jingles 
on Air, B&B's 
Hobler Admits 


New YorK—There are too many 


singing commercials on the air, 


Atherton W. Hobler, chairman of 


Benton & Bowles, admitted March 


|23 as guest speaker on the CBS 


“Time for Reason—About Radio” 
sustaining program. 


Appearing on the show to an- 


|swer criticisms of commercials, Mr. 
President have insisted that such | Hobler pointed out that when 

jingles first were used for commer- 
cials they received 


|favorable response.” 


“tremendous 
There are 


now too many and “for those of 
you who object, there’s hope,’ he 


stand 
|said that although commercials 
/must be basically truthful, “‘with 


said. ‘‘The tide may be turning.” 

Admitting also that many radio 
programs and commercials could 
improvement, Mr. Hobler 


/our enthusiasm for doing any job 
| we tackle, there will always be in 


peak of 3,000 to 500. Free export | 24vertising and selling a reason- 


trade would damage our domestic | 
supply and price structure, the. 
President warns. Unlimited ex- | 
port of feed, seeds and fertilizers | 
might make it impossible -to| 
achieve food production goals. And | 
commodities might go to destina- | 
tions “where the need is compara- 
tively less pressing.” 
* * a 
Now that it has approved tele- 
phone recorders, FCC wants phone 
companies and manufacturers to 
undertake a “publicity program” 
so the public will learn to listen 
for the recorder’s “‘tone.” The pro- 
gram should provide for full-page 
statements in the telephone direc- 


|tory and for other means of in-' 


able and justifiable amount of 
trade puffing or gilding the lily... 


|I think we must watch this.” 


On the other hand, he said, ad- 
vertisers must sometimes under- 
state their message “because our 
research people tell us these claims 


|are difficult for the consumers to 


believe—until after they had tried 
the product.” 

Despite its faults, he declared, 
American radio is far more vital 
and more intimately a part of daily 
life than radio is in other coun- 
tries. 


Kudner Adds Branch 


Kudner Agency, New York, has 
opened a Hollywood office in the 


structing the public on the nature | Taft building, 1680 N. Vine St., t 


and use of the devices, FCC says. 
* a kK 


UNNRA, in the process of clos- 


ing down, asks this department to | 


point out that it has many excel- 
lent persons experienced in office 
management, market research, | 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


MicHIGaAN AVENUE 


CHICAGO 1, 1tLIN OUTS 


ing no good for other statistical |Pediting, sales, purchasing, agri- 
agencies such as Commerce and|CUlture and fiscal operations. Hi- 
Census. |ram Milton, chief of UNNRA’s 


BLS will continue — Liaison section, 1344 Con- 
living work. 


its cost-of- 
It must drop studies 


cupational outlook, wage analyses | ; 
| More vigorous enforcement of 


and similar projects. - 
2% |FTC cease and desist orders may 
: : ; | be in the offing, following creation 
Possibly it was an accident. Just | of a special Office of Compliance 
as FTC commissioner Robert Freer|to “supervise and coordinate all 
was endorsing the Kefauver bill | matters related to compliance and 


plugging an obvious gap in the| enforcement.” Last December, the 
law preventing monopolistic mer- 


necticut Ave., Washington, may papers. 
of work hazards, productivity, oc- _know about guar a oe oe Toronte, is the agency. 


serve new radio clients. The 
agency’s Los Angeles office will 
be continued at 315 W. 9th St 
Roy H. Compton is manager of the 
downtown office, and Edmund 
Cashman will manage the Holly- 
wood branch. 


Statistics suffered a 40% cut, bod- | traffic and materials control, ex- | Breaks Trend Campaign 


Advertising for Trend, washing 
compound manufactured by Hart 
Products Sales Ltd., Toronto, wil 
be launched soon in Quebec news- 
Walsh Advertising Com- 


gers, the Justice Department let 
loose a propaganda barrage about 
its plans for dealing with the de- 
veloping merger problem. FTC 
long ago conceded that it was help- 


House small business committee | 
complained that neither the FTC | 
nor the Department of Justice is 
very vigorous about checking up| 
to see whether their “legal vic-_ 
tories” stick. 


less until Congress prevents firms * * & 


from buying a competitor’s assets.| Radio manufacturers convinced 
Justice has set up a merger unit|the Bureau of Internal Revenue 
“to review 
timely warning to members of the | ment device’—at least no more so 
business community as to mergers | than ordinary radios or juke boxes. 


which will result in illegal com-| Jnternal revenue planned to as- 


mergers and afford) that television is not an “amuse- | 


binations.” 
a * * 

| Rep. John E. Lyle (D., Tex.) let 
| loose on newspaper publishers who 
protest plans for higher second 
class postage rates. “Publishers 
|are demanding a balanced budget,” 
\says Lyle. “But they aren’t will- 
ing to doanything about the postal 
deficit.” Lyle says that newspa- 
/pers have done a poor job in ex- 
plaining the postal deficit to the 
public. He feels that they ought 
to be telling the public about the 
service the department offers, in- 
stead of demanding a “balanced 
budget” when they themselves are 
responsible, to a good degree, for 
the deficit. 


* 2 * 

Commerce Department’s ex- 
haustive monthly, bi-monthly and 
quarterly industry reports will no 


| sess a 20% cabaret tax on cocktail 


lounges and other public places | 


| featuring television receivers. It 
| changed its mind after set makers 
/—anxious to have the public see 
television — pointed out that no 


such tax applies where radios or | 


juke boxes are used. 


‘Manhattan Soap Signs 
Third Daytime Serial 


Manhattan Soap Company intro- 
duced a new soap opera March 31 


over the NBC web, 10 to 10:15 
a.m., EST, Monday through Friday. 
Titled “Katie’s Daughter,” the 


serial is the sponsor’s third, the 
other two carried on CBS. 

The new show is packaged by 
Frank and Anne Hummert. Duane 
Jones Company is the agency. 
“Katie’s Daughter” will advertise 
Sweetheart soap and Blu-White 
flakes. 
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BLACK FOR BROWN—A change of 
pace for the Airstep division of Brown 
Shoe Co., St. Louis, is this bleed page 
using black instead of a color. Three 
of these pages are scheduled for 
Mademoiselle this spring, with one in 
Life and the rest of Life's series in 
the usual full color bleed. Leo Burnett 
Co., Chicago, is the agency. 


Tool Makers’ 
Chicago Show 
to Set Record 


Cuicaco — Several elaborate 
postwar trade shows that have 
startled those accustomed to war- 
time restrictions pale into nothing 
compared with a show to be held 
here next September. Nothing so 
huge has ever been held before 
by a trade group. 

National Machine Tool Builders, 
Cleveland, from Sept. 17 to 26 will 
sponsor a 1947 Machine Tool Show 
in 500,000 square feet of space at 
the Dodge-Chicago plant where 
the Tucker Corporation makes its 
unorthodox autos. Although at- 
tendance will be by invitation 
only, an estimated 130,000 visi- 
tors are expected. 

The show will house machine 
tools of more value than have ever 
before been assembled at one time. 
Some manufacturers will spend 
$800,000 and more for their ex- 
hibits. 


Option Is Reported 


The association reportedly 
picked the Tucker-leased plant 
because it provided the only space 
large enough in the U. S. to hold 
the show. It is understood that 
the association’s lease with Tucker 
and the War Assets Administration 
for part of the huge war-built 
(Dodge airplane motors) plant 
provides for a large fee for Tucker 
and his option on all machines to 
be exhibited. Many of them will 
be demonstrated by producing 
parts for the Tucker car. 

The show will be the first held 
by the association since 1935, when 
60,000 attended the Cleveland ex- 
hibit from all parts of the world. 
The exhibition will run from 10 
a.m. to 5 p.m., Sept. 17 to 26 in- 
clusive. Special bus service is be- 
ing arranged to take visitors back 
and forth between Loop hotels 
and the southwest-side plant. 

Clapp & Poliak, New York ex- 
hibition managing firm, will man- 
age the show. S. E. Bergstrom, 
general sales manager, Cincinnati 
Milling Machine Company, is 
general chairman of the show com- 
mittee. 


Wolcott to Bishop 


Robert Wolcott Jr., formerly 
manager of the Palm Springs office 
of Hixson - O’Donnell Advertising, 
has joined Bishop & Associates, 
Los Angeles, newly formed public ; 
relations firm, as publicity di-| 
rector. 


Hull Transferred | 


Dana Hull, who has been on the | 
Philadelphia sales staff of Path- 
finder, has been transferred to the 
Sales staff of Farm Journal. Both 
magazines are published by Farm | 
Journal, Inc., Philadelphia. 


Forsberg Forms 
Consultant Firm 
to Aid Publishers 


New York—Franklin S. Fors-/|for Duell, Sloan & Pearce, book | 


berg, formerly vice-president and 


| director of Street & Smith Pub-| 


lications, has announced formation 
of a publishers’ consultant com- 
pany, Forsberg, Merritt and Har- 
rity, at 1 E. 57th St. 

Mr. Forsberg, who prior to 
Army service was general man- 
ager of Street & Smith and active 
in developing Mademoiselle, 
served during the war as com- 
manding officer of Yank. For his 
work with the Army magazine, he 
was awarded the Distinguished 
Service Medal and the Order of 
the British Empire. 


Charles T. Merritt, another of | 


the company officials, was with 
Conde Nast for 20 years in pro- 


duction and sales promotion ca- 
|pacities. Richard Harrity was pro- 
/motion manager of Yank, and was 
a publicist for Paramount and 
|United Artists Corporation. He 
| will continue to be a consultant 


| publisher. 


'Nursery Uses Radio 

| Spring Hill Nurseries, Tipp City, 
|O., has launched a new radio cam- 
paign featuring direct - to- you 
flower and fruit tree specials. 


| Spots, five-minute and 15-minute | 


programs are being used in key 
markets. Don Kemper Company, 
| Dayton, is the agency. 
SE. 
Jay-Nee Names Cayton 


Jay-Nee Fashions, New York, 
manufacturer of 


be scheduled in fashion maga- 
| zines. 


negligee en-| 
sembles and lounging pajamas, has | 
appointed Cayton, Inc., New York, 
to handle its account. Pages will | 


Mitchell Advanced 


Bert Mitchell, who has held | 
| various posts in the sales and mer-| son, Mass., packer of Ocean Spray 
products, is running a series of 
black-and-white and color ads in 
This Week Magazine and other 
Harry M. Frost 
temporary | Company, Boston, handles the ad- 
vertising. 


chandising divisions of the Sher- 
win-Williams Company 
past 18 years, has been appointed 
Midwest department store sales/ national media. 
|zone manager, 
headquarters in Milwaukee. 


with 


for the 


'Canner Starts Drive 
Cranberry Canners, South Han- 
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CHICAGO 


540 N. MICHIGAN AVE. 
185 N WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E DELAWARE ST 


PHONE WH tehall 5355 
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COVERS A CAPITAL MARKET 


The Nashville retail trade area is a 51 county cut right through the heart of 
middle Tennessee and southern Kentucky. . . With annual retail sales totaling 
$356,977,000 these counties are truly Tennessee's capital market area. . . And 
WSIX's coverage concentrates on this rich territory. . . So your sales message 
will reach a wide audience who have the buying power you need — and who 
listen regularly to favorite programs broadcast over WSIX! 


5,000 WATTS 980K C 
AMERICAN @¢ MUTUAL 


Represented Nationally by 
THE KATZ AGENCY, INC. 


WSIX gives you all three: MARKET, COVERAGE, ECONOMY Jn 


FOR DETAILED 
REFERENCE DATA 
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H..e': buying power to match your most am- 
bitious sales plans . . . ready for you to tap 
any day you pick. Over 12,400,000 families, 
a third of the nation, every weekday . . . over 
15,600,000 families, two-fifths of America, 
every Sunday . . . highly concentrated in the 
big-spending, “high-profit’” counties where 
cash registers ring loudest and most often. 


That’s the opportunity A.N.A.N. offers you, 
right now, wrapped up in a single package. 


Never before could you reach a daily audi- 
ence so huge, so rich in power to buy your 
product ... on whatever day of the week pre- 
cisely fits your sales strategy. And you do it 
with the push-button ease of placing a single 
order and paying a single bill. 


In other ways, too, A.N.A.N. helps to make 
your advertising dollar more efficient. For 
through this newspaper network you can... 


HARNESS THE LOCAL POWER of the local 
newspaper into a truly effective national medium. 


ACHIEVE INTENSIVE COVERAGE of the 318 
high-profit counties that do 72% of the total 
U.S. retail business. 


DOVETAIL ADVERTISING AND DISTRIBU- 
TION, with broad latitude in picking markets on 
a national or regional basis. 


EARN RATE DISCOUNTS for continuity and 
frequency ... and make your advertising dollar 
go further and do more. 


REDUCE HANDLING COSTS with one order, one 
bill and, if you like, a complete checking service. 


GET MARKET AND MEDIA DATA for any 
of the 3,072 U.S. counties ... on your desk within 
48 hours, if you are a prospective advertiser, 


PROFIT FROM PIONEERING RESEARCH... 
far-reaching new studies to help make your 
advertising more productive. 


ANAN: 


American Newspaper Advertising Network, Inc. 


NEW YORK DETROIT CHICAGO 


220 East 42nd Street 700 Buhl Bidg. 


6 North Michigan Avenue 


Tel. MU 7-7177 Tel. CADillac 3020 Tel. STAte 2944 
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*Before you okay another magazine or radio 
schedule, see the A.N.A.N. color-slide presentation. 


ATLANTA JOURNAL 

BALTIMORE SUN 

BIRMINGHAM NEWS AGE-HERALD 

BOSTON GLOBE 

BOSTON HERALD TRAVELER 

CHARLOTTE OBSERVER 

CHATTANOOGA NEWS-FREE PRESS 
TIMES 

CHICAGO TRIBUNE 

CINCINNATI TIMES-STAR 

COLUMBUS DISPATCH 

DALLAS NEWS 

DAYTON NEWS 

DES MOINES REGISTER AND TRIBUNE 

FRESNO BEE 

HARTFORD COURANT 


INDIANAPOLIS NEWS 

LOS ANGELES TIMES 

LOUISVILLE COURIER-JOURNAL 
AND TIMES 

MILWAUKEE JOURNAL 

MINNEAPOLIS STAR AND TRIBUNE 

NEW HAVEN REGISTER 

NEW ORLEANS TIMES-PICAYUNE 

STATES 

NEW YORK NEWS 

NEW YORK TIMES 

NORFOLK LEDGER-DISPATCH 
VIRGINIAN-PILOT 

OMAHA WORLD-HERALD 

PHILADELPHIA BULLETIN 

PHILADELPHIA INQUIRER 


Ready to serve you now...Circulation 12,400,000 daily; 15,600,000 Sunday 


PHOENIX REPUBLIC AND GAZETTE 
PORTLAND OREGON JOURNAL 
PROVIDENCE JOURNAL-BULLETIN 
AND SUNDAY JOURNAL 
SACRAMENTO BEE 
SALT LAKE CITY TRIBUNE 
AND TELEGRAM 
SAN ANTONIO EXPRESS NEWS 
SAN FRANCISCO CHRONICLE 
SEATTLE TIMES 
SPOKANE SPOKESMAN-REVIEW 
AND CHRONICLE 
ST. LOUIS POST-DISPATCH 
TOLEDO BLADE & SUNDAY TIMES 
WASHINGTON STAR 
WORCESTER TELEGRAM & GAZETTE 
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Texas Utility 
Sees Success for 
Ind Electric Show 


Video Plays Part 
in '47 Exhibit; 
Ad Drive Planned 


Fort WortH—Two kinds of 
juice are big business in Texas— 
citrus and kilowatt. 

The Texas. Electric ¥ ice 
Company, Fort Worth, whi lis 
the kilowatt kind, grossed $14,- 
887,413 last year in more than 100 
west Texas cities, including Fort 
Worth. The company’s biggest 
single salesmanship idea is one 
in which it isn’t actually selling 
anything itself, but is doing a lot 
of spending. 

It is the Texas Electric Show 
of 1947, to be staged in April in 
the imposing Will Rogers Memo- 


rial Coliseum here, and then to 
go on tour in May and June in| 
eight other west Texas cities. | 


Big Manufacturers Cooperaté 


The show is designed as a lavish 
presentation of all the marvels 


and utilitarian devices of the 1947 
world of electrical appliances for 
the home, farm and ranch. Some 
65 manufacturers, including just 
about all the major names, will | 
participate with all-out exhibits. 
About 20 regional distributors and | 
100-odd local dealers in Texas 
and the Southwest will join with 
the manufacturers. 

This year’s show comes as a 
result of the bang-up suceéss of 


the pioneer effort in the field na-| 


tionally by Texas Electric Service 
last year. The 1946 show, which 
drew a total attendance of 150,000 
persons at Fort Worth and on the 


road, was acknowledged to be the | 
first postwar all-electric appliance | 


exhibition of its scope in the coun- 
try. 

Paul J. Harmon, advertising 
manager of Texas Electric, told 
ADVERTISING AGE the show was 
conceived by the company presi- 
dent, J. B. Thomas, as an educa- 
tional undertaking. 

“Because of the war years’ lag 
in electrical appliance production 
and promotion,” said Mr. Harmon, 
“we realized that a quick start in 
postwar selling was needed to as- 
sure electrical appliances being 
included in the public’s buying 
plans. 


Success Was Assured 


“The Texas Electric Show of 
1946 was created to present a 
dramatic and comprehensive pre- 
view of tomorrow’s . electrical 
living. Electrical appliance manu- 
facturers throughout the country 
were invited to take part. The 
response was enthusiastic, and 
from the very first the success 
of the venture was assured.” 

Visitors at the forthcoming ‘47 
show will see a panorama of ex- 
hibits on some 25,000 square feet 
of Coliseum floor space presenting 
“Your Electric Home of Tomor- 
row,” and a farm and ranch ex- 
hibit will be housed in a tent 
adjacent to the Coliseum. 

Television will be a big attrac- 
tion this year. A full-dress vaude- 
ville show on the stage of the 
3,500-seat auditorium of the Coli- 
seum will be visible to spectators 
both in the flesh and simulta- 
neously on video screens at the 
sides of the theater, and to others 
in the Coliseum on about 20 other 
video screens set up at key points 


Uses Dailies, Radio, Posters 


Publicity for the show will 
break five days before the gala 
opening April 25. Six and four- 


| under 


caan ror Tavoua 


BREAKS BONDED DRIVE IN LOS ANGELES—Stewart McKee & Co., 
Angeles, is making a bid for leadership among premium beers with a new cam- 
paign for Tivoli Bonded beer. Newspapers and point of sale material are being 
used in addition to outdoor posters, through William Kester & Co., Hollywood. 


Los 


column space will be used in 55 
newspapers in 33 west Texas 
cities and towns, as well as 24- 
sheet posters in Fort Worth and 
radio announcements. Also, 100,- 
000 copies of three-color two-fold 
enclosures will go with all 
bills to Texas Electric customers 
and to all rural boxholders in the 
west Texas areas. 

First general announcement will 
be made at a dinner,meeting April 
14 for all dealers and electrical 
distributors in the Fort Worth 
area. Following last year’s pat- 
tern, when a show moves on from 
one city to the next, a “Thank 
You” ad will be run in papers of 
the last city visited. 

Texas Electric bears all adver- 
tising expenses and _ production 
costs of the show. It provides 
display space, sets up decorative 
backgrounds, arranges cooperative 
tie-ins with local dealers, supplies 
assistance of trained display men 
and other manpower, does the 
planning and arranges the enter- 
tainment. 

The farm and ranch show, which 
includes such items as a model 
electric egg-laying house, with 
electric germ-killer, is set up with 
the assistance of the Texas Agri- 
cultural and Mechanical College 
engineering department. 


Display Use Limited 


At booths, varying from 100 to 
500 square feet, only the manu- 
facturer’s or product name is to be 


displayed. Distributors, whole- 
salers or dealers are not per- 
mitted to display their names. But 
sale of merchandise and order 
taking is allowed, and handout 
literature imprinted with local 


dealer names is permissible. 
Texas Electric’s year-round ad- 
vertising program includes the 55 
newspapers used in west Texas 
for the show: a Monday-through- 
Friday Tex Ritter transcribed 
daily radio show in Fort Worth, 
and a Sunday news program; 
thrice-weekly shows on two Wich- 
ita Falls stations and regular 


|} use of business papers. 


All 
rect, 


advertising is placed di- 
with Harmon’s department 

supervision of Beeman 
Fisher, assistant to the president. 
Production of the Texas Electric 
Show is handled by W. H. Merrick, 


residential sales manager. 


Expands Watch Drive 


Ollendorff Watch Company, 
New York, importer of the Swiss- 
manufactured Ollendorff and 
Gotham watches, expanding 
advertising program, will be on 
the air every evening at 6 p.m. 
with a time signal over Station 
WNBC, New York. To its sched- 
ule of half-page black-and-white 
copy running through April in 
Collier’s, Esquire and The Satur- 
day Evening Post, it will add Life 
in June. One color page in The 
Saturday Evening Post also will 
be scheduled in June. Color pages 
may be scheduled next fall. H. C. 
Morris & Co., New York, the 


agency 


1S 


Maico Advances Ray 


Carroll A. Ray has been pro- 
moted from assistant advertising 
manager to advertising director of 
Maico Company, 
maker of hearing aids. 


its | 


| 
| 


Dallas Experts 
Co-Author New 
PR ‘Blueprint’ 


| New YorK—Sound public rela- 
‘tions programming is illustrated 
in its many phases in a new vol- 
ume, “Blueprint for Public Rela- 
tions,” authored jointly by D. H. 
Plackard, public relations con- 
selor, Metro Associates, Dallas, and 
Clifton Blackmon, director of pub- 
\licity, Dallas Chamber of Com- 
merce, and editor of “Dallas Maga- 
zine.” 

Major attention in the book 
(published by McGraw-Hill Book 
Company, $3.50) is devoted to the 
“Blueprint for Minimax Rela- 
tions,’”’ which are described as the 


aN 


WASHINGTON—Department store 
sales in the U. S. for the week 
ending March 15 were 10% above 
those of the corresponding period 
in 1946, Federal Reserve Board 
figures show. 

About one-third of the gain re- 
flects earlier Easter season buy- 
ing, because Easter comes two 
weeks earlier this year than last. 

Cities reporting the highest 
year-to-year gain for the week 
ending March 15 were Boston, Los 
Angeles and Toledo, each with an 
18% dollar volume increase. The | 
San Francisco (12th) district’s | 
15% gain was the highest for any | 
district. | 

The Kansas City (10th) district | 
sales were 1% under those for! 
the same week last year. All other | 
districts showed gains. The fol-| 
lowing cities showed losses: Wi- 
chita, down 12%; Oklahoma City, 
down 10%; Dallas, down 4%; 
Tulsa, New Haven and Kansas 
City, Mo.-Kan., down 2%. 


% Gain Over Same 

Period Year Before 

Year Wk. Ending 
Mar. Mar. 


Federal Reserve 


minimum negative and maximum | 
positive public relations. It covers | 
everything from personal contact | 


to securing new clients. In addi-| 
tion, the mechanics of publicity 
are set forth for easy use of the 


industrial practitioner. 

Mr. Blackmon caused something 
jof a sensation in advertising 
| circles, as well as the gas industry, 

with his “natural gas” ad for the 
Dallas Chamber of Commerce in 


district and city 1946 8 15 
UNITED STATES . 27 9 10 
Boston District ... 26 9 13 
New Haven ..... 27 4 —2 
Boston Tee | 11 18 
Springfield ...... 20 3 5 
Providence ..... 23 Ss 4 
New York District. 50 Ss 10 
4 ty a ree 30 S 12 
| —3 8 | 
New York 29 rll 9 
BOOGMORCGr .6< 5... 30 r—l 16 
Syracuse ....... 38 —20 11 
Philadelphia Dist... 25 20 12 } 
Philadelphia .... 25 22 13 | 
Cleveland District. 25 r1j 10 
Pi rRearee 1% 4 7 
eS 3 9 s 
Cleveland ...... 29 12 10 
Columbus ....... 29 10 7 
PE esta bean ee rll 18 
Pittsburgh ..... 30 13 12 | 
Richmond District. 21 r7 13 
Washington 17 6 12 


Federal Reserve Figures on Department Store Sales 
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_ DEPARTMENT STORE — 
SALES INDEX > 


1935-39 EQUALS 100 


Week to Mar. 15, ’47* .267 
Week to Mar. 8, ’47*. .254 
Week to Mar. 16, ’46* .243 


.{ Month of Feb. ’47..... 270 
Month of Feb. ’46..... 251 
oe *Not adjusted seasonally, 
= 19000000 Ge0SoonooooooeeosemosEammanoonomoenanonne wf 
Baltimore ...... 22 12 15 
Atlanta District 26 rs 10 
Birmingham .... 23 ° H 
See 32 15 15 
pa eee 29 r0 0 
New Orleans .... 26 30 11 
Nashville ....... 36 —6 14 
Chicago District .. 29 10 § 
CCRRIOCRMO occ ce 29 8 10 
Indianapolis .... 25 5 4 
ee eee 27 11 8 
Milwaukee ..... 32 16 14 
St. Louis District... 29 0 8 
Little Rock ..... 20 nt) l 
Louisville ...... 30 12 10 
ity, GE x ewsets4.2'-e 30 —2 9 
Memphis ....... 29 1 s 
Minneapolis Dist... 33 ad * 
Minneapolis .... 33 * * 
ae ° s 
Duluth-Superior 25 * * 
Kansas City Dist... 25 r3 —1 
POOUWOL ciccrecay OO 29 13 
a Se 17 —7 —12 
Kansas City .... 25 —h —2 
St. Joseph ...... $2 3 3 
Oklahoma City .. 19 0 —10 
Ge abies «. 22 --2 —! 
Dallas District .... 28 -—2 1 
li ee 31 —11 —-4 
Fort Worth .... 24 r—5 2 
PROUBOOE 2h65i0% 34 5 15 
San Antonio .... 27 15 5 
San Francisco Dist. 25 r12 rip 
Los Angeles Area 29 11 18 
GOMIOANG ..ccivccs 20 * * 
San Francisco 20 13 ‘ 
ST OFtimn 5 ics. . 26 13 9 
Salt Lake City... 30 5 13 
ee 19 10 5 
rRevised. 


*Data not available 


| newspapers at the peak of the first 


|coal strike crisis in May, 1946. 
The full-page message was 
headed “By the grace of God, 


geography and lots of natural gas.” 
| ED 


‘Liberty’ Boosts Rates 
Liberty will increase its circu- 
| lation guarantee from 1,400,000 to 
| 1,650,000, effective with the Sept. 
'13 issue. Black-and-white page 
‘rate will advance from $2,940 to 
| $3,715, other rates proportionately. 
| Advertisers with contracts as of 
the Sept. 13 issue will be protected 
| at present rates up to Jan. 1, 1948. 


Rockhold Named V.P. 


Powell Advertising, Inc., De- wein & Co., Chicago mattress and | general sales manager. 


troit, 
actor, 


has named Joe Rockhold, 


writer and producer, as 


Olympic Plans Campaign 

Olympic Radio Corporation, | 
New York, will begin a three-, 
way campaign next month includ- 
ing four-color 


Saturday Evening Post, coopera- 
tive newspaper ads, and point-of- 
sale promotions. The campaign 
will present the wives and fam- 
|ilies of big-name radio stars listen- 
| ing to their famous relatives over 
|Olympic radios. LaRoche & Ellis, 
'New York, is the agency. 


‘Names Doner Agency 


W. B. Doner & Co., Chicago, will | 


direct the campaign of A. Brand- 


box spring maker, using color ads 
in consumer magazines, supple- 


\F orms Company Opens 


Commercial Forms Corporation 
has been formed at 50 W. 57th 
|St., New York, by Glendon H 


and black-and- | Armstrong, who is president, and 
white ads in Collier’s and The | Roy Stevens, vice-president, for 


|national distribution of continu- 
| ous forms for use in punched card 


| accounting machines and forms- 


| writing typewriters. Both princi- 
|pals were formerly with Interne- 
, tional Business Machines Corpora- 
| tion. 


| . 
Appoints McCarthy 
Sorenson & Co., Stamford, Conn 
electronic apparatus manufacture! 
|}has named Edward R. McCarth) 
Mr. Mc- 
| Carthy resigned his position in the 
| sales and engineering department 


vice-president in charge of radio mented by trade publication and | of Pneumatic Products, Inc., to ac- 


production. 


direct mail advertising. 


cept the appointment. 


OKAY NEW COPY—The advertising committee of the Enameled Utensil Manufacturers Council, Chicago, approving 


tinuation of its consumer education program, includes (left to right): J. C. Fletcher, Fletcher Enamel Co.; 


F. Stah 


Moore Enameling & Mfg. Co.; Charles E. Smith, the group's ad manager; A. Wilson, Lisk-Savory Corp.; O. C. Thome 


lications, is handled by Ruthrauff & Ryan. 


Minneapolis, Columbian Enameling & Stamping Co., and A. Neth, Vollrath Co. The campaign, using national magazines and farm put 
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NEMA Tells Policy 
on Product Tests 
and Certification 


New YorK—The National Elec- 
trical Manufacturers Association 
hgs issued a statement of policy 
cq@vering standards for products, 
testing and certification by inde- 
pendent laboratories or inspection 
agencies, and urging a coordinated 
national system of certification 
ahd methods to protect the con- 
suming public. 

The statement is published in 
the March issue of Industrial 
Standardization, magazine of 
American Standards Association. 

The NEMA statement is cited 
by ASA as “timely in view of the 
increasing use of the certification 
technique in the advertising and 
labeling of consumer goods.” 

Formal approval of a new ASA 
standard of “public approval and 
certification procedures” is ex- 
pected soon. The NEMA policy | 
statement, ASA says, would have. 
the same “fundamental  safe- | 
guards.” 


Describes Labeling 


NEMA’s statement defines in-| 
formative and descriptive labeling 
as “information to give the buyer | 
adequate knowledge regarding the 
product and its use or care.” Cer- 
tification labeling, on the other 
hand, is “intended to protect the 
buyer regarding the quality, 
rating, performance or specifica- 
tion of the product sold, or to pro- 
tect him in respect to the fire or 
casualty hazard involved in its 
use.” 

NEMA believes that the ASA 
itself should investigate certifica- 
tion labeling in NEMA’s field and 
“certify its findings to the sponsor 


of the proposed program. .. Uni- 
form procedures and_ policies 
(should) be followed ... and this 


can only be assured if a single 
agency is used.” 

However, ASA’s function would 
be primarily “judicial.” As spon- 
sor, NEMA would “undertake to | 
control and administer the certifi- | 
cation that products conform to 
the applicable standards, and be 
prepared to. make this service | 
available to non-members at the 
same cost as to members.” 


Down-to-Earth Advice 
Offered Job Hunters 


In a straight-from-the-shoulder 
volume entitled “Want a Job, ora 
Better Job?” Ingram See has sum- 
med up 14 years’ experience as a 
personnel counselor; 14 years of 
observing what makes some appli- 
cants “click” and others fail. Ad- 
vice to the job-hunter from men 
who do the hiring for 20 large cor- 
porations is included in this ap- 
praisal of what to do to get the job 
and how to advance in the organ- 
ization. 

A 14-point outline for the! 
necessary preparation follows such | 
pungent advice as “Wear stock- | 
ings!” for the ladies; ‘‘Mr. Veteran, | 
please add a liberal touch of toler- 
ance to your right attitude;” and 
“don’t take your wife with you on | 
your interview.” Ronald Press| 
Company, New York, is the pub- 
lisher and the price is $2.00. 


Appoints Lewin Agency 

S. A. Girard-Perregaux & Co., 
La-Chaux-de-Fonds, Switzerland, 
has named A. W. Lewin Company, 
New York, to direct its foreign 
idvertising throughout the world. 
Foreign and international publica- 
tions will be used. The agency 
ilso handles Girard-Perregaux in 
the United States. 


WHO Promotes Kerrigan 


John H. Kerrigan, production 
manager, has been appointed pro- 
Sram director of Station WHO, 
Des Moines, succeeding Harold 
Fair, who has resigned to become 
program director of National As- 
sociation of Broadcasters, Wash- 
ington, effective April 15. 


Mutual Adds 9 Stations, 
190,000 Radio Homes 


Mutual Broadcasting System has 
announced nine new 
bringing the web’s total to 415. 
The new outlets are WLOF, Or- 
lando, Fla., 5,000-watts; WDVA, 
Danville, Va., 5,000; WGAD, Gads- 
den, Ala., 1,000; WWOD, Lynch- 
burg, Va., 1,000; WTOB, Winston- 
Salem, N. C., 1,000 (daytime); 
KMVI, Wailuku, T. H., 1,000; and 
three 250-watt stations, WKRO, 


affiliates, | 


Bendix Betters 


‘Best in Radio,’ 
New Series Says 


BALTIMORE—As soon as produc- 


|tion warrants, Bendix Radio divi- | 
‘sion of Bendix Aviation Corpora- 
jtion intends to expand 


its na- 
tional advertising which features 
radio’s top personalities and a new 


Cairo, Ill., KFVS, Cape Girardeau, | slogan, “The best in radio is bet-| 


Mo., and WBRW, Welch, W. Va. 
MBS officials estimate the new 

stations bring 190,000 more radio 

homes under Mutual’s coverage. 


Schmale Joins Sweets 
Alvyn G. Schmale, formerly 
sales manager of Taylor-Reed 
Company, Mamaronek, N. Y., has 
joined Sweets Company of Amer- 
ica, Hoboken, N. J., manufacturer 
of Tootsie fudge mix and Tootsie 


ter with a Bendix radio.” 

The new campaign was launched | 
with full and half-page color ad- 
vertisements in Life and The Sat-| 
urday Evening Post, and the theme 
also has been adapted to news- 
paper and radio use, and for dealer 
displays and other point-of-sale 
material. First in the magazine | 
series employed a clowning pic- 
ture of Jimmy Durante and Garry | 


,are not asked to endorse Bendix 


/ning 
| “prestige” campaign in class and 
| 
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CBS as the network. to dealers in a new two-color 
Other stars to appear in forth- broadside. 

coming magazine ads, according to MacManus, John & Adams, De- 

Earl L. Hadley, advertising man- troit and Baltimore, is the agency. 


/ager, include the cast of “Duffy’s 
Tavern”; Rise 


Stevens, Jimmy 
Carroll and Al Goodman; Freq | Schedules Fox Head Ads 


Waring; Kate Smith and Ted Col-| a ogg Oa oy ——— 
lins, and Dennis Day. ta * aukesha, is., for Fox ea 
nnis Day. Performers “400” beer, has scheduled a spring 
wie? ; campaign of 340-line insertions 
radios, and in each case the spon- jn the Chicago Tribune, Milwaukee 
sor and network are identified. Journal, Newark News, New York 
The “best in radio” theme, run- ete Tribune, New York World- 
in additi . elegram, New York Times and 
acaiion to @ Bendix Waukesha Freeman. Reincke, 
. , : Meyer & Finn, Chicago, is the 
women’s magazines, is explained agency. 


V.M., as sales manager of the | Moore, with cutlines identifying | 
grocery division. |Rexall Drug as the sponsor and 


515 « DEL5560 


CHICAGO ~* 
612 NO. MICHIGAN AVE 


414 SO. STATE STREET 


veryone knows this. But it just happens that it 
E is not true. You can drown the first time you go 
down—or the forty-first. Yet, probably a lot of peo- 
ple have drowned the third time down because they 
knew — falsely and erroneously, but nevertheless 
knew — that the third time is always the last. 


This is just one aspect of the appalling price we 
pay for our belief in nonsense. But we are concerned 
with another aspect of the same thing — the money 
wasted and mis-spent because of space-buying non- 
sense. 


Consider: Here is the manufacturer of a food 
product, let us say. He faces the problem of New 
York distribution and sales with stark realism. He 
doesn’t limit himself to just the finer sales outlets 
in the better neighborhoods. He bombards every 
grocery and delicatessen in the entire city. 


But when it comes to advertising, the good old 
faith in nonsense is there to plague him. All the nec- 
essary data are available — but they get minor con- 
sideration. The controlling factor is nonsense. Like 
the belief that drowning men go down three times 
is that equally indefensible tenet that mass distribu- 
tion can be supported by advertising in so-called 
class newspapers. 


Apparently the only distinguishing characteristic 
of a class newspaper is its smaller circulation; but, 
granting the nonsense that a class newspaper circu- 
lates in the better residential districts, we fail to see 


the logic of selling in all districts and advertising 
only in some. 


Naturally, complete and adequate distribution 
requires the advertising support of newspapers with 
large circulation. In New York, the Mirror is (we 
maintain proudly) a mass newspaper with large cir- 
culation — more than 1,000,000 daily, more than 
2,160,000 Sunday. In the entire history of American 
publishing, only two other dailies and one other 
Sunday newspaper have ever attained those figures. 
Such an achievement is proof of universal appeal 
and the faith and power which such an appeal al- 
ways induces. 


The Mirror reaches the high, the medium and the 
low income groups, just as every other newspaper 
does. It sells more copies in the better residential dis- 
tricts than any so-called class newspaper. It goes 
everywhere in New York. It has a large audience 
everywhere. 


Mirror readers all eat, all dress, all furnish homes, 
all enjoy the better things of life. They all buy and 
spend — and because there are so many of them, they 
do both in a big way. 

These are simple truths. Positive facts. A million 
people are a million people and cannot be rational- 
ized into any type, class, group, or break-down by 
any sales chicanery or statistical nonsense. The Mir- 
ror offers one of the greatest concentrated markets 
ever assembled in the history of publishing — there 
is no nonsense about that. 


NEW YORK MIRROR 
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During 

1946 
advertisers 
and their 
agencies 
gave 
HOSPITAL 
MANAGEMENT 
more than 
one hundred 
more pages 
of display 
alvertising 
than it carried 
during 1945. 


This is a 
greater gain 
than that of 
all other 
hospital 
publications 
combined for 
the same 
period. 


ro 
For Detailed id 
Reference Data 


THE MARKET 
DATA BOOK 


Business 


Publications 
Edition 


100 E. Obie St_ Chicage 


330 W 42nd St. New York 


68 Post St. San Francisce 
William-Oliver Bldg. Atlanta 


Radio Takes Worst 
Beating in White's 
‘American Radio’ 


(Continued from Page 1) 
ers spends most of its energy trot- 


ting out the First Amendment. | 
The FCC 
| tentative. 


is called “timid and 
Educators’ attempts to 
use radio have only anesthetized 
listeners, Mr. White says. And 


” 


In its over-all report, the Com- 
mission on the Freedom of the 
Press suggested that broadcasters 
free themselves from domination 
of advertisers. In its preface to 
the special White report, the com- 
mission demands, among other 
things, that broadcasters refuse to 
permit “integrated” commercials 
or to allow any commercials ex- 
cept at the beginning or, end of 
programs. 


Asks Other FCC Aid 


If the broadcasting industry fails 
in its responsibility to separate 
advertising from programs within 
a reasonable time, the commission 
says, “we recommend that the 
FCC set up this separation as a 
regulation or standard of per- 


|formance to be considered in the 
license or relicense of stations.” 
It also urges that the FCC grant 
‘licenses so as to extend service 
|to “every village in the land” and 
|that FCC explore means for re- 
| ducing “those barriers which may 
prevent new groups from owning 
| stations by inflated purchase price, 
‘by unnecessarily high line com- 
munication charges, by rules 
| against transcriptions and record- 
ings, and by restrictive provisions 
|in station affiliation with net- 
| works.” 
These and other actions are rec- 


as, or more than, the printing 


press, may eventually become the | 


‘chief medium for distributing 
| words, images and ideas in our 
society.” 

Long Newspaper Background - 
Radio” 


“The American is an 


historical critique. The author be-| 


gins with a statement on the op- 


'portunities confronting radio and | 
its duties as outlined by the Free- | 


dom of the Press commission.in its 
over-all report. He then describes 
radio’s technological development, 
its financial development, early 
attempts at self-regulation, 
failure of educational institutions 


to solve problems involved, the 
attitude of listeners, the history 
of government regulation and 
finally the steps necessary to 
remedy radio’s defects. 

Mr. White wrote the report 
while assistant director of the 


Commission on the Freedom of 
the Press. A newspaper man for 
nearly three decades, he formerly 
served with Associated Press, 
United Press, as an assistant to 
Elmer Davis in the Office of War 
Information, with Literary Digest, 
Newsweek and the Chicago Sun. 


Asks Radio to Lead 
Mr. White begins by saying that 


radio reaches more people than 
any other medium, and always 
will. He adds: “Not as a sullen 


small boy fleeing the rod of gov- 
ernment regulation but as a giant 
who has bested all rivals for the 


honor, must radio lead us to a 
more peaceful, orderly world.” 

In his discussion of technological 
developments and of the emer- 
gence of radio—both broadcasting 
and manufacturing—‘“from rag- 


time to riches,” Mr. White steps 
on relatively few toes (though he 
airs some not-too-well-known as- 
pects of the industry’s origins). It 


is in his chapter, “Toward Self- 
Regulation,” that he lets loose his 
heavy artillery. 

He flatly declares that only two 
of 40 broadcasters interviewed by 
him “in the first six months of 
1946 had challenged the thesis that 
the broadcasters do not run their 
own business” and that advertising 
men do. Those interviewed, Mr. 
| White reveals, admitted off the 
‘record that advertisers and agen- 
cies were “the boss” but objected 
to his writing to that effect. He 
adds: 


Broadcasters ‘Wail’ 


throughout the book one villain. 
is implicit—the advertising agency. | 


ommended so that “radio, as much | 


the | 


“‘Why,’ more than one has 
wailed, ‘do you get so worked up 
| over the advertising agencies? The 
| theory that they run our business 
is a myth.’ (At this point the 
broadcaster usually cites instances 
where his script-readers have cut 
out a ‘damn’ or made the agency 
drop an unpleasant reference to 


is complete master of his own 
house.) Besides, what’s wrong 
with their building shows and 
hiring the talent? Or, for that 
matter, picking the broadcast 
times and selecting the cities to 
hear the programs? (Here the 
broadcaster drags out a rate card 
to show that advertisers are re- 
quired to take certain blocks of 
basic stations, ‘encouraged’ by the 


all.) 


suddenly went to work for J. 
Walter Thompson?” 


mothers-in-law, to ‘prove’ that he | 


‘full network plan’ to take them | 
Would I write any differ- | 


ently, think any differently, if I) 


le 


AFA FIRST DISTRICT MEETS—New England adclub officers met in Boston to 
discuss the progress of advertising in the area and plans for the May conven- 
tion of the Advertising Federation of America. Among those at the gathering 
were (seated, left to right) H. Field King, Springfield, lieutenant governor, and 
Philip J. McAteer, governor of the First District, and Mrs. Sue Becker, president 
of the Springfield Advertising Club. Standing are Robert P. Anderson, vice- 
president, Worcester Adclub; James F. Smith, president, Advertising Club of 
Hartford, and James J. McCarthy, president of the New Haven Adclub. 


sponsors a close second, the author 
declares. 

Mr. White urges that broadcast- 
ers throw off the shackles by 
building their own shows with 
their own talent and selling only 


brief station-break time periods at | 
the beginning and end of pro-| 


| grams. 


The author gives three reasons | 


for saying it is wrong for adver- 
tising men to “boss” radio. 


Admen Poor ‘Tenants’ 


First, “it enables men, about 
|whom the public knows nothing 
and whom the FCC is not required 
| by law to investigate, to enjoy 
| franchises which the public grants 
|to another.” Second, admen are 
not ideal ‘“‘tenants” of the airways. 
| Third, “since the largest budgets 
are spent on national network 
'shows, the advertising man will 
not be overly interested in strictly 
local programs.” 

Mr. White has his answer for 
lack of many sponsored programs 
dealing with public interest rather 
than with product selling. 

“True,” he says, “a few spon- 
sors are willing to spend relatively 
| modest sums on programs that do 
not directly sell goods and serv- 
ices. But few advertising men 
| would suggest such a thing to a 
sponsor-client; for, to begin with, 
advertising men hesitate to seem 
prodigal with their clients’ money 
and, what is more to the point, 
the advertising man’s income is 
15% of what his clients spend, 
and they spend far less, program 
for program as well as in sum, on 


‘good-will’ advertising than they | 


|spend on advertising that sells 
goods and services.” 


Tells Adman’s Ideal 


Since listeners “are supposed” 
to be driven away by controversy 
and by things that make them 
think or tax their consciences, says 
Mr. White, the advertising man 
naturally will want as little of 
this sort of thing as possible. 

“In sum,” he says, “the ideal of 
any advertising man is a program 
made up exclusively of variety, 
comedy, popular music, noncontro- 


versial news (all of it in the 
‘formula groove’), and advertising 
‘plugs,’ plus, perhaps, a law to 


prevent the FCC from doing any- 
thing to thwart a speedy realiza- 
tion of the ideal. To deny that this 
is so is to call into question both 
the advertising man’s good sense 
and his value to his clients.” 
Even Broadcasting, which he 
calls “the unacknowledged semi- 
official spokesman for NAB,” has 
reported that station managers 
consider agencies to have done 
most to retard programming, with 


“Such a move would take cour- 
age,” he adds. “It might be a 
very good thing for us all if the 
broadcasters were to discover, as 
the publishers long ago discovered, 
that a resolutely independent edi- 
torial policy does not drive away 
advertisers who have nowhere to 
go.” 

Criticism of broadcasters easily 
matches that of the admen in the 
book. On the NAB, the author de- 
clares: 


“The monotonous references to | 
‘the American | 
system’ which greets each criti- | 


‘free speech’ and 


cism of broadcasting, however 
valid and temperate it may be, 
have exposed the NAB not only 
to public ridicule but toe the very 
real peril of eventual government 
excesses, for as the ANPA might 
also discover in time, the Ameri- 
can people may react one day, 
when their support is really 
needed to defend genuine free- 
doms, precisely as the shepherds 


of the fable reacted to the ulti- | 


mate cry of ‘Wolf! Wolf!’ ” 


Other radio groups—of em- 


ployes, of manufacturers, etc.—are | 


dismissed more briefly as having 


done little for the good of radio, | 


though much for themselves. 
Advertising Not All Bad 
Mr. White does not go so far 
as to criticize advertising per se. 
Some advertisers and some broad- 
casters, he points out, 


veloped superior programs and) 
some stations have an over-all 
record of outstanding — service. 


What remains, he said, is “to make 
American radio not merely the 
best in the world but the best it 
would be possible to achieve.” 

His conclusions and proposals 
are many. First, he points out, 
2% of the U. S. population still 
cannot hear any radio stations, 
and a much higher percentage 
does not have a choice among 
stations. In addition, 137 cities 
of 20,000 to 300,000 population 
have no station and thus cannot 
use the medium to develop local 
talent, air local issues, etc. 

He suggests that the FCC above 
all else work toward establishment 
of at least four consistently and 
clearly received stations for all 
Americans. It should require that 
anyone operating a new clear- 
channel station must devote rea- 
sonable proportions of time to each 


have de-| 


geographical area served and to 
each important listener group. 


Asks Nationwide Time 


The FCC also should relax its 
over-all ownership rules; should 
foster the adoption of country- 
wide time and the wider use of 
transcriptions; do everything pos- 
sible to realize a practical wireless 
relay system this year, and help 
to reduce such barriers to new 
station ownership as inflated pur- 
chase prices and network policies 
restricting affiliation. 

To the broadcasters, he sug- 
gests that they subordinate short- 
/term personal interest and coop- 
/erate with the FCC; that they 
abandon their traditional aversion 
to transcribed programs in favor 
of a more realistic attitude; try to 
foster more AM, FM and video 


stations and networks, and “ex- 
plore fully the whole field of 
multiple programming, with a 


view to serving more adequately” 
all groups in each station’s signal 
area. 

Finding that advertisers and 
broadcasters have provided 
|meager amounts of superior com- 
edy, information, quiz, dramatic, 
news and other types of shows, 
Mr. White asks that they assume 
|a position of vigorous editorial 
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trends and styles of the fashion world. 


The Dallas Times Herald has the greatest circ 'c 


tion of any newspaper in the prosperous fwe 'y 
county Dallas ABC Market. 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by 
THE BRANHAM COMPANY 


FASHION! 


... And the Woman’s Section of The Da! os 
Times Herald helps Dallas women retain 
their laurels as among the best dressed 
women in America by featuring the latest 
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leadership in public affairs, de- | 
velop “more plausible discussion | 
techniques” and “experiment, ex- 
periment, experiment.” 


Many Other Recommendations | 


Broadcasters, he demands, | 
should “‘assume the responsibility | 
for adequately treating all impor- | 
tant controversial public issues, | 
substituting the criterion of pub- 
lic need for the criterion of ac- 
ceptability to sponsors, advertis- 
ing men or overly sensitive public 
officials.”” They ought to “abandon 
their theoretically admirable but 
practically unreal and unwork- 
able distinction between bought 
time and free time for the discus- 
sion of controversial public is- 
sues.” 

If broadcasters achieve an 
“arms-length” relationship to ad- 
vertising, he promises, they will 
not lose any clients. All but a 
submarginal handful of newspaper 
publishers, he says, have found 
that they need not act as if they 
were providing an _ advertising 
medium solely. 

He recommends that Congress 
give more funds to the FCC and 
protect it from improper pres- 
sures, including its own. He asks 
the press media to devote as much | 
constructive criticism to radio as | 
they devote to the theater, books | 
and films. He asks, finally, that all | 
those interested in improvement 
of radio “explore the possibilities | 
of greater listener participation in | 
the evaluation of radio fare.” 


Uses Optical Illusions 


Results of a test survey con-| 
ducted by Parker-Kalon Corpora- 
tion, New York, socket screw 
manufacturer, through Horton- 
Noyes Company, Providence, have 
led to the use of optical illusions 
in its campaign using full-page 
ads in trade publications. Copy 
stresses the advantages of “Size- 
Mark” screws. The tests revealed 
that more than half of the plant 
supervisors interviewed could not 
identify the size and pitch of a 
socket screw without the aid of 
a gauge. 


Joins Moser & Cotins 


Robert F. MacFarland, formerly 
manager of the Wall Street office 
of J. Walter Thompson Company, 
New York, has joined Moser & 
Cotins, Utica, as assistant to the 
president, Arthur S. Cotins, on 
accounts personally supervised by 
Mr. Cotins. 


Chernow Boosts Shields 


The Chernow Company, New 
York, has appointed Silvia Shields 
vice-president of the agency. Be- 
fore joining Chernow as an ac- 
count executive a year ago, Miss 
Shields was in the retail adver- 
tising field in Brooklyn and New 
York. 


WSAV Increases Power 


The Federal Communications 
Commission has approved the ap- 
plication of Station WSAV, Sa- 
vannah, Ga., to change frequency 
from 1340 ke. to 630 ke., with an 
increase of power to 5,000 watts. 


Appoints Guzman Co. 


Melchor Guzman Company, New 
York, has been appointed exclusive 
representative of Station HJAN- 
HJAB, Emisoras Unidas of Bar- 
ranquilla, Colombia. 


ey i aa 


DuMont Invention 
Reduces Cost of 
Video Stations 


NEw YorK— DuMont Labora- 
tories, through the development 
of new and simplified television 
transmitting equipment, has re- 
duced equipment costs for small 
video stations from about $180,000 
to less than $90,000, company offi- 
cials say. 

The saving largely results from 
a new technical development 
which makes possible the use of 
image orthicon cameras for tele- 
casting film. With the DuMont 
system, broadcasters can use film 
heretofore considered unsatisfac- 
tory for television, say company 
engineers. 

In addition to the film projec- 
tion equipment, the DuMont 
budget provides for a small studio 


|for live shows. The $90,000 worth | 
|of equipment would be adequate | 
|for a small to middle-size com- | 
munity, but insufficient for sta- 
'tions operating in large cities or 
for stations originating network 
programs. 


Wildroot Names Two 


Ralph A. Weill has been ap- 
pointed manager of sales research 
and Richard J. Golden has been 
named merchandising manager of 
the Wildroot Company, Buffalo. 
Mr. Weill was formerly divisional 
sales manager of Wildroot’s east- 
central division, and Mr. Golden 
was merchandising manager of 
True. 


Names Wanamaker 


Duane Wanamaker, who sold his 
interest in Duane Wanamaker As- 
sociates, Chicago agency, Jan. 1, 
has been named head of the ad- 
vertising division of Associated 


‘Herald’ Names Rose 


Russel Rose, formerly with Cur- | 


tis Publishing Company, has been 
appointed circulation manager of 
the Christian Herald, New York, 
to succeed John R. Price, who has 
resigned to become general man- 
ager of the Publishers Continental 
Sales Corporation. 


Two Appoint Walsh 


Rudel Machinery Company and 
Canadian Devices, Montreal, have 
appointed the newly organized 
eastern division of the Walsh Ad- 
vertising Agency, Montreal, to 
handle their promotion. 


33 
‘Station KALB Ups Power 


The Federal Communications 
Commission has authorized Station 
KALB, an ABC affiliate in Alex- 
| andria, La., to boost daytime oper- 
ating power to 5,000-watts. The 
station is operating now on 1,000- 
watts, both daytime and _ night- 
time. 


Appoints Close, Inc. 


George D. Close, Inc., which has 
represented the San Fernando 
Valley Times, North Hollywood, in 
the 11 western states, has been ap- 
pointed national representative of 


the newspaper. 


All Weather, Complete Service 


kup of rush ship- 
ments anywhere 
in Chicago any 
time. Incoming 
trains and planes 
met, with direct 
delivery to your 
office. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


| Stores’ main offices in Tampa, Fla. 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


business news in the nation’s 
greatest industrial area 
— the Central West. 


Beyond the Embarcadero, the rows of 
fishing boats tug lazily at their lines. . . little 
white boats trimmed in blue, the Virgin’s 
color, such as you still see today in Genoa 
... Grizzled grandfathers with glittering 
gold rings in their ears, oversee cleaning 
and repairs, haggle with fish buyers, sit in 


the sun mending nets, while their 100%, 


=> American sons and grandsons 


—) 
= — \ ) 


unload the night’s catch. 
One of the world’s main 
shellfish ports ... San 
Francisco leads the West 
Coast in catch of crabs, 
shrimp, clams, oysters, and 
octopus... In prewar years the 
city received more than 90,000,000 
pounds of fresh fish valued at $1,745,000 
wholesale . . . pilchards, perch, California 
sole, herring, hake, rockfishes, shad, 
sablefish, splittail, squawfish, albacore, 
shark, tuna and bluefin. . . Reminiscent of 
the past, whalers brought in 500,000 
pounds of sperm and whale oil, meal, and 

other cetaceous products. 

On the thronged curbs of Fisherman’s 


Wharf, fresh-caught crabs simmer in big 


ata iS ~ 


Bright little boats... 


open cauldrons . . . and in scores of stands 
and restaurants, San Franciscans as well 
as tourists come for abalone, chowder, 
prawns, Olympia oysters, Hangtown fried 
clams, lobster, bouillabaisse served in 
abalone shell, pirate’s salad, crab cioppino 
in sherry sauce. 

Short of ships and men during the war, 
fishermen found fortunes in fish and shark 
livers wanted for their oils. Prices today are 
much better than pre-war. The postwar 
population increase augments the market. 
Not a short season for factory pack, but a 


_[»_ = — — en | Fol 
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year ’round source of income, fishing is a 
staple in the city’s diversified industry. 
The national advertiser fishing for 
sales finds a rich catch in San Francisco 
and The Chronicle. Little younger than 
the city itself, locally owned, The Chronicle 
isas mucha part of today’s San Francisco as 


the bridges, and in its own way, as useful. 


Wir probably the best presentation 
of general news of any paper west of New 
York, The Chronicle is indispensable in 


Northern California to people who must be 


well-informed, have and make opinion. 
Yet with the paper’s local aspects, intensely 
local interests, liberal attitudes, and the 
character that comes from colorful but 
competent reporting and observation ... 
The Chronicle has made its own place in 
the esteem and affection of the public. 

Favorite newspaper of blue blood, 
Social Register, bankers and business men, 
The Chronicle is also the standby of the 
sports’ fans, and women who make main 
floor traffic in department stores. Leading 
medium for financial and book linage, it 
is also the first choice of most of the city’s 
important retailers, and a proven producer 
for Market Street, sells small housewares 
and notions as well as mink coats. 

Still restricted in its circulation and 
advertising volume by lack of newsprint, 
the current figures fail to reflect the real 
influence of The Chronicle in this market 
to the national advertiser. But any SFW 


! 
man can show you why! 


San Francisco Chronicle 


SAWYER-FERGUSON-WALKER Co., National Representatives, 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angele 
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The Creative WUans Corner 


Every time this department comes 
across an advertisement that looks very 
much like another advertisement for a 
similar product, we wonder just how it 
came to be. 

Frequently, of course, it is pure coinci- 
cence. 

But when coincidence persists we get 
to thinking. 

We wonder, for 


instance, how the 


people feel who had the idea first. We 
wonder how the people who have planned 
and written and laid out and illustrated 
an original campaign feel about the ones 


You Ought toKuow . 


The 32nd floor of the McGraw-Hill 

building in New York is devoted to the 
top brass of the biggest business paper 
publishing company in the world. In an 
anteroom are copies of the 34 papers pub- 
lished by McGraw- 
Hill, and on opposite 
walls are two maps— 
one of the world, the 
other of the United 
States, with regional 
offices prominently 
marked. As new em- 
ployes are taken on 
periodic tours of the 
building, the conduc- 
tor says _ reverently, 
“This is the executive 
floor of the building, 
and these are the offices of the men who 
make decisions in the company.” 
One of the newest arrivals on the ex- 
ecutive floor is Nelson Bond, who carries 
the title of advertising director of all 
MeG-H papers, and his progress to the 
‘nd floor is a story of 20 years of busi- 
ness paper selling. 

Nelson joined McGraw-Hill in July, 

126, immediately after being graduated 

mm Lehigh University. After a tour of 

ty in circulation and promotion, he was 

t to Cleveland. The Cleveland sales 
iff was headed by Sam Perriner, whose 
ling methods were unorthodox and 
cessful. “I had to unlearn a lot I 
irned from Sam,” Nelson says now. “He 

ld get away with things, but I 

ildn’t.” 

After a short term in Cleveland, Bond 

S recalled to New York, and started 

ling Electrical West, which was pub- 


Nelson Bond 


w 


al 


who simply pick it up. 

We wonder how the latter feel, too. 
About a job that lacks the thinnest ves- 
tige of originality, differing only by its 
lack of skill in execution. 

Finally, we wonder what the publishers 
think—who accept such advertisements 
for publication. 

We wonder— 

And we would like to know. 

The advertisement at left is from Life, 
June 1946. The advertisement at right is 
from The New Yorker, March 1947. 


Perfect Threesome 
Tee off wo a porters emune of Hagnballs cesde oath 
chee foresters, These Footteres io $4 some? 


e e Nelson Bond 


lished in San Francisco. He spent seven 
years on the paper’s sales staff, the years 
of deepest depression. Later he was 
switched, and under the company’s plan 
of related selling he sold Electrical Mer- 
chandising, Radio Retailing and Elec- 
tronics. 

In 1929, the company had launched its 
across-the-board business paper, Business 
Week, and the fledgling was six weeks old 
when the market crash came. In 1938, 
Nelson was transferred from the elec- 
trical papers to Business Week and sent 
to Boston as New England manager. 

Associates of Bond during his years 
with McGraw-Hill remember two things: 
that he was often willing to stick his neck 
out and help other space men out of jams 
when they got in them, and that he had 
a puckish humor, which bobbed out at 
strange times. 

To illustrate the sort of humor Bond 
has, in the ’30s, with magazines restyling 
their layout and typography, Bond filled 
an issue of Business Week with arty pho- 
tographs, many of them of French origin. 
He then called Boston agency men, told 
them solemnly that he wanted to show 
them his book’s new format. The agency 
men, who had built up a sort of callous 
resistance from repeated exposures to 
various minor format changes, agreed to 
see the book with a sort of resignation. 
Bond’s book got attention, and supplied 
a sort of comedy relief. 

He spent seven years in Boston, and 
was recalled to New York in October, 
1945, to become advertising manager of 
Business Week. 

In May of 1946, just two months short 
of 20 years after he joined the company, 


he moved into his present spot. 

The job is complex—the company pub- 
lishes papers in almost every imaginable 
technical field, plus an international di- 
gest. It employs 150 display salesmen, 
and Nelson reviews new additions to the 
sales staff. Classified copy is important 
in the technical field, and McGraw-Hill 
promotes classified heavily. 

Nelson is tall, powerfully built, and 
gives the impression of an aggressive, 
positive personality. Speaking of vet- 
erans, for instance, he says: “I tell these 
kids that if they were the only ones who 
gave up four or five years to serve their 
country they’d have something to com- 
plain about. But they were only part of 
12 million guys doing the same thing. 
And, too, they got experience which ma- 
tured them rapidly. Before the war, a 
boy of 24 was just a kid. In the service, 
he found out fast that life was no bed of 
roses. Now at 24 he’s a man, toughened 
by experience.” 

In a year featured by caution, and by 
estimates of advertising volume carefully 
hedged with predication on labor peace, 
materials’ easing, and price stabilization, 
Bond broke precedent and predicted a $1 
billion advertising expenditure in the 
next 10 years in the industrial field (AA, 
March 17). His only hedge: If advan- 
tages of industrial advertising are really 
sold, not only to management but to the 
whole organization. 


Reminded of his optimism (for the past 
14 years, industrial ad expenditures have 
averaged about $71,000,000 a year), Bond 
quipped, with a grin: “I only hope I don’t 
have to sell it all myself.” 

Since being “dropped on the rockpile,” 
or loading up with administrative duties, 
Nelson has had to sacrifice hobbies. He 
has little time for exercise—according to 
him, he is “the lousiest golfer in the ad- 
vertising business’—and he has no time 
for woodworking, which used to be a 
prime hobby. 

Since he broke in with McGraw-Hill’s 
selling staff as a junior salesman, it’s 
natural that he is interested in sales train- 
ing plans. This year the company held a 
sales training course, attended by about 
30 men a couple of nights a week, and 
running for two months. 

In the works now is a sales training 
program, which Mr. Bond says will be 
ready for publicizing shortly. But in a 
business where rapid turnover in person- 
nel is commonplace, McGraw-Hill’s sales 
staff is a notable exception. Many a field 
office, Mr. Bond points out, has a sales 
staff averaging 15 years or more in serv- 
ice. And this factor, of course, is im- 
portant in weighing a sales training pro- 
gram. 

The job prevents his being active in 
association or club work, Nelson says, 
and he lives quietly with his wife and 
three sons in Essex Fells, N. J. 
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HOW TO TURN A LETTER OF CONGRATULATION INTO A 
SALES LETTER 


4 


Nothing pleases 
a man who has 
been promoted or 
appointed to a 
new position 
more than to 
receive letters 
of congratulation 
from his friends 
or business asso- 


Dear Mr. 


ciates. 
If worded 
cleverly, letters 


competition. 
to you. 


of congratulation 
may be used as 
the basis for 
powerful sales 
letters. The tie- 
in must be log- 
ical, otherwise 
your prospect 
will feel that you 
are not sincere. 
Thousands of 
excellent pros- 
pect names ap- 
pear in the “per- 


train workers, 


sonals” items in 
business publica- better investment? 
tions. When a executives so easily? 


man steps into a 
new position, he 
takes on new re- 
sponsibilities, has 
a new outlook on 
life, and imme- 
diately becomes a 
good prospect for 
various services, 
merchandise and 


Congratulations are, | believe, in order on your new--business connection. 
You have our best wishes for continued success. 


A new position brings new responsibility—new problems—new policies to 
work out—all calling for initiative, resourcefulness and imagination. This 
is especially true under present conditions, when the industrial executive 
must improve methods and lower unit costs in order to meet present day 
It is on this that we hope to be of some definite assistance 


A leading economist recently said: 
wealth—and at the same time the best guarantee of continued prosperity." 
You will find a tremendous amount of valuable information on plant man- 
agement and production methods in the current issue of.... 


This 250-page journal is edited for men like yourself who have the responsi- 
bilities of managing the plant. Through the pages of Ext eres 
you meet hundreds of plant executives in all lines of industry. They ex- 
plain the methods they use to get a better flow of production, hire and 
standardize operations, 
know the exact production of every man or machine, lower overhead ex- 
penses, lay out the plant for greater production, gain the cooperation of 
workers—and many other problems that you undoubtedly will face. 
could have at your finger tips the actual experience of other plant man- 
agers, think how much easier your job would be! 


The annual subscription price of 
is $3 a year or two full years for only $5. 
And how could 


Believing that you will want to have 2 
come to your desk each month, | enclose a handy card. Just sign and 
mail it today and the current issue will be sent at once. 


You don't need to send any money now 
fee later on when our invoice reaches you. 


LETTERHEAD 


"Shared knowledge is our greatest 


eliminate wastes, cut power costs, 


If you 


Could you possibly make a 
you get the ideas of other plant 


You can send us the subscription 


Cordially yours, 


equipment. 
To get the best 
results, you must “congratulate” the Shown above is a letter used by a well 


prospect while the event is still news. 
This can be done by assigning to one 
individual the job of checking the pub- 
lications in your field immediately upon 
receipt. The prospect’s name, firm, street 
address, city and state, and new title 
should be typed on a 3x5 card for ease 
in handling. All cards should be dated 
and source of information added, if neces- 
sary, for future reference. 


known business publication in congratu- 
lating prospects who have been pro- 
moted or have made new business con- 
nections. The same idea can very easily 
be adapted by many lines of business; 
for example, by retail stores which may 
send circulars offering home furnishings 
to prospective brides. The opportunities 
are unlimited to the mail salesman who 
studies his market. 
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VEN Sox por ts. alias dtege 43. Cash with order. . 


25 letters and spaces per line; light body face 34 
noon, 11 days preceding publication 


HELP WANTED 


- STENOGRAPHERS 
TY PISTS—CLERICAL 
Old established publisher of busi- 


ness publications located in Palm-| 
Olive building, engaged in program 
of expansion, is in need of addi- 
tional competent office help. Five 
day week. Pension, profit sharing 
and bonus system. Pleasant sur- 
roundings. Opportunity for advance- 
ment for permanent people. Salary | 
open. Phone Superior 6402 for ap- 


pointment, or write, stating experi- 
ence and qualifications, to Room 913 
at $19 N. Michigan Ave., Chicago 11, 
Til. 


date. Display classified advertisements 


per column ec. Regular card discounts on multiple insertions and space over 5 inches 


Please show this advertisement 
to a highly successful 


SALES 
MANAGER 
of 


ELECTRIC APPLIANCES 


We need a man who has made an 
exceptionally good record in build- 
ing the sales of an electric appli- 
ance, marketing ihrough the same 
channels as the electric razor. We 
have the opportunity of a lifetime 
for a sales manager who has dem- 
onstrated his ability to build distri- 
bution and sales volume. 


If you know such a man — any- 
where — whose present accomplish- 
ments are not bringing a commen- 
surate reward, please do him and 
us a favor by calling this to his 
attention. 


We want to know what he has 
done. All replies will be held in 
the strictest confidence. We are 
located in Western Pennsylvania; 
our product is a highly salable pat- 
ented specialty. We are small but 
sound—production troubles are now 
behind us, and we are ready to 
grow. 


Box 6678, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Open Time on automatic and semi- 
automatic packaging equipment. Ex- 
perienced personnel, good labor mar- 
ket. Ideally set-up for sample work, 


COPYWRITER FOR PERFU ME R- 
| Direct mail copy—on a —— basis. 
| We'll send details on reques 

Box 8859, ADVERTISING AG E, 
100 E. Ohio a shicago Li, Fi. 


PERSONAL IZED SERVICE 


- HELP WANTED 


dr pny 


apply on display. 


| 


| birthday last week by predicting 
|that it would be out of business 


7,900) in both January and February, 
/WAA Chief Robert M. Littlejohn 


_future, as surplus becomes harder 


COPYWRITER, agcy; natl....$15,000 
a pd 
‘oo w 4 . e € ) 

ADVE SRTISING | AGENCY COPY AND CUPYWRITERS (10) agcy..to 6 5,000 

|} CREATIVE MAN for 38 year old | ADV. MGR.—tTrade ASSsn.. 500 

rc hicago agency with billing in seven | apy, MGR. agcy.—luggage.. 7,000 | 

figures. Must have good agency | CONTACT MAN, adv. agcy... 10,000 | 
creative and copy _ bac kground. ART DIR., adv. agcy..... . ions Guo | 

Drugs, food, farm experience desir- | aT DIR. adv. agcy. “**" 407000 | 

able but not necessary. This is top|; ayouT ARTISTS; agec’s...to 7,500) 

| job for some man who is now assist- | gaps PROM.—Tr. Assn....to 10,000 

| ant and cannot see a future where | gappc MGR.——Sales Tr....... 7.500 

jhe is. Our personnel know about | pysL. REL.—mfers. foods.. 7,500 

this ad. Salary open depending on| RESEARCH DIR—nutrition 7,500 

| ability and experience. Write fully | pprrors—tr Papers to 6,000 

to: —Tr. Sees 1000 | 

. D I Y - MEN—i - agcy.... 4,800 | 
Box 8843, ADVERTISING AGE, | eee. ee anecics. 

__100 E. Ohio St., Chicago 11, Ill. |" "—pHE HONES COMPANY 
FRED J. MASTERSON 14 E. Jackson Blvd., Suite 1515 
Advertising & Publishing Chicago, Illinois 

Personnel TaPYvwRIiITEK snilding nae 
COPYWRITER. 3uilding manufac- 

Placements of ail types with leading turer preparing for big building ac- 
185 N ene Chi cs tivity needs experienced man on 

= oe VOu SRICAEO booklets and dealer displays. Perma- 

SPACE REPRESENTATIVE— . |nent. Good future. Five day week. 

leading ABC merchandising publi- | Modern air conditioned office with 

cation has opportunity for space| ideal working conditions. Submit 
sales representative in Ohio, Michi-| few samples and state salary needs. 


gan, Western Pa. territory. Salary, 


National Gypsum Company, 
bonus and expense account arrange- “ 


Buffalo, N. 


training, 
desired 


experience, age and salary 


A f 4 ; oO age ent 
in first letter. Replies will lished Ohio agency. Permaner 


~ ADV ERTISING & PU BL ISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 


layout samples. 
ADVERTISING 
Ohio. St., Chicago 11, 


“posi TIONS _W. ANTE D- 


2063, Chicago | Circulation Manager: Seasoned busi- 


include 
Box 8848, 
100 E. 


AGE, 
_Iil. 


ment. Submit full details on previ- | WAIL ORDER BUS. OPPORTUNITY 
ous experience, past earnings, age.! Opp, for enthusiastic yng. lady or 
tnt, ia know of this adver- man take full charge mail order ey 
gece ee \UER — “Tt sales, profit-sharing basis. Smal 
100° ee Sey Sire ee well-rated concern. Unlimited pore 
_ —— as : = ings if you can write sales produc- | 
Wanted—by well-known publishing | jng letters, handle details. Fas 
firm, young men with broad indus-| selling mdse. Premium exp. helpful, 
trial training. Should also‘ have seil-| not ess. Can wk. part time to start. 
ing experience and be willing to live| With or without invest. Chicago. 
in eastern or midwestern areas. Ex- Box 8852, ADVERTISING AGE, 
cellent opportunities in sales work 100 E. Ohio St., Chicago 11, Ill 
for right men. Send full details of | (yore ARTIST “wakted Oy estab: 


job | 


. . for man who can handle ad produc- | 

vi ay 38 36. ADVER ‘TISING AGE tion from rough sketch to engrav- 
330 W. 42nd St. New York 18, e 87 y.|ing. Our staff knows of this ad. 
— = _-~| Write experience, salary desired, and | 


| multitude of predecessor agencies, 


bs $12 billion. 


| the government is declining, how- 


was sold. | 


| WAA got off to a slow start, “due | 


YOUNG COPYWRITER | ness paper executive. Can install 
for medium-sized Chicago industrial|and supervise complete systems. 
agency. Prefer some experience | Box 8850, ADVERTISING AGE, 
writing on industrial or construction | 100 E. Ohio St., Chicago 11, Il. 
machinery catalogues or ads. Write!” EXPER. ADVERTISING MAN 
| fully, giving age, experience, educa-| Top record in space sales, creative | 
| tion and salary expected. Our em-| work, edit, photo and agency lines. | 
| ployees know of this ad. | Avail. soon. Knows industrial and | 
Box 8864, ADVERTISING AG graphic arts markets. Adv. Mer. of 

100 E. Ohio St., Chicago 11, Tl 1 trade paper or Trade Assn. sec’ty 


but will 
Salary in 
dissatisfac- 


desired. 
consider 


Chicago preferred, 
other territories. 
proportion. No present 
tion. Employer 
vertisement. 
Box 8862, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
HERE’S A BARGAIN! 
Profit-producing, work-polished ad- 


} OPPORTUNITY 

| SEEKS A NEW BUSINESS MAN 
Mature in thought, young in years | 
(30-45)—a sound understanding of 
business management—a currently 
successful record selling agency 
service—these describe the man we 
want. He can close new business, 
knows where to go and how to get 


it. Advertiser is well established, | vertising manager, adjusted to 60- 
fully recognized Chicago agency,| hour week and tight budgets, 17 
small but now ready for expansion.| years on all phases of consumer, 
Salary basis with opportunity for| style, trade AND industrial adver- 
ownership participation. Write for) tising, promotion and publicity, de- 
| interview, detailing experience, ac-| sires permanent WORK outside New 
counts served, etc. Absolute con-| york City area, 
fidence maintained. | Box 8851, ADVERTISING AGE, 
Box 8860, ADVERTISING AGE, | 330 W. 42nd St., New York me. ie £ 
_, 100 E. O Ohio St., Chicago 11, Ill. Editor, experienced, full charge, 
-perers Advertising specialty or- vartial horizontal publication ap- 


ganizer and Sales Manager who can | pliance-radio fields; industrial, 


1 WHY NOT CLIP THIS AD AND HAND IT TO SOMEONE WHO MAY HAVE MISSED iT? » 


to an agency man 
who is going to the top 
.. and knows it: 


1 in some ad 
I around ’ who is 1 
i et r 


. elp prepare, create, and select line} merchandising background; em- 
new products, short run items, ete. | of Bont nora direct mail and ad- | aif te now, plore to established 
!vertisine specialties to be sold to} publisher on usual notice, 
_ — a ane eles abe of business by side} Box 8853, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois || }ine, full time men, advertising 330 W. 42nd St., New York 18, N.Y. 
|specialty houses and _ jobbers |19 YRS.,7% MOS. OF AGENCY COPY 
|throughout the country. Must be This man knows his way around a 
exp. and know the ins and outs of typewriter and layout pad. Started 
this business. Some lines already | jn industrial, graduated to consumer 
ARTIST prepared for service stations, clean- copy (where superiors agree he’s 
ers, laundries, dance studios, etc./ at his best), in N.Y. agencies bill- 
OPPORTUNITY Man should know what sells and|jng §1,000,000-$20,000,000. A/E ex- 
: ‘ how to get men to sell, how to follow | perience. Now looking for that 
to work on national accounts in lead- |} up men and get results. Chicago | “this is it” agency connection. Need 
ing agency — must be creative — and oh = arene Bb 7 _— + not be N.Y.C. 33,- married, 2 chil- 
2 right man. salary ant onus ¢F£ . dren. N ini um, $7,500. 
able to handle finished art. pauaement Mate complete detatie! ~ tne 8824 ADVERTISING AGE, 
Box 6674, ADVERTISING AGE }of exp. in reply, ; al 330 W. 42nd St., New York 18, N. Y. 
100 E. Ohio Street, Chicago 11, Illinois |) 08 5) ALLWEISTISING AGH. AT LIBERTY: 
— ; lo : ; BEST YEARS OF MY LIFE 
Adv. Mer. of 32. Now adman of in- 


manufacturer desires 
wider scope. Clever conceiver, crea- 
tive visualizer with mechanical 
know-how to follow through to fin- 
ished product. Layout, copy, dis- 
play, photography, package design, 
sales promotion. 

Box 8857, ADVERTISING AGE, 

0 W. 42nd St., New York 18, N. Y. 


RESE IRC H MAN 
with editorial trade publication 
experience seeks media connection 
in ageney or with publication. 
Box 885 ADVERTISING AGE, 
0 OW. 1ond St., New York 18, N. Y. 


REPRESENTATIVES AVAIL ABLE, 


Publishers Advertising Represe nta- 
tive available to represent maga- 
zines, trade journals, newspapers, 
and radio stations in Midwest ter- 
ritory Arthur G. Patterson, Room 
704, 30 South Sth Street, Minneapolis 
2, Minne sota 

ESTABLISHED EASTERN 
Organization will consider adding 
trade or publication hay- 
ing sound potentialities. Commission 


basis 


ternational 


REP. 


nsumet 


B S856 


0 Ww 


ADVERTISING AGE, 
New York 18, N. Y 
MISCELLANEOUS 

FOR SALE 
continu ’ 
used as visua se] 


iZnd St 


146 millimeter 
tor to be 
May be coin-op 
cUL LE N—ML. 
Advertising 


har 


rid rated 
2-6161, 9-5. 
Agency seeks to 
ve desirable single floor (about 
oo feet) ij rand Central Zon¢ 
Require about 
ractory re 
justment will be made 
ADVERTISING 
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nd St yew x 265 mm. 3 
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|with throttle wide open until we 


| cational 


| sales set-up, including advertising 
|agency arrangements, have been 


| decentralized. 
knows of this ad- | 


Advertising Age, March 31, 194 


Surplus Goods *rnernee*saitimace cnpter 
-Sales Over Next knee eee 
Year, WAA Says 


bert, market research director 4; 
WASHINGTON — The War es 


| Locke Insulator Corporation 
| president; Freeman S. Young, as. 
Administration observed its first 


| sistant to the president of Josep) 
‘Katz Company, vice - president: 
/Dana Lovell, market research 4j. 
rector of Davison Chemical Com. 
pany, secretary, and H. L. Peter. 
son, Glenn L. Martin Company, 
treasurer. 


Names R. C. Smith 


Alpha Engineering Company, 
Weston, Ont., has appointed R. ¢ 
Smith & Son, Toronto, to direct its 
promotion for Good Rich jj 
burner. 


by the end of next year. 
Pleased with billion dollar sales 


cautioned that his results will 
show a downward trend in the 


to sell. 
When War Assets took over the 
disposal job from RFC and a 


west coast 
adv. agency 


wants tie-in with Eastern 
Agency. Alert, progressive 
organization located in Hol- 
lywood Radio Center de- 
sires affiliation with national 
or expanding organization 
contemplating West Coast 
i operation. Completely 
staffed to serve national 
account on regional basis 
also have West Coast ac- 
counts with national poten- 
tial. 


Answer Box No. 6681 


ADVERTISING AGE 
100 E. Ohio Street 
Chicago 11, Illinois 


| sales were running a half billion 
a month and inventories amounted 


In February, WAA _ disposals 
amounted to $1,262,000,000. Com- 
| bined sales in 1941 for Sears, Roe- 
buck and Montgomery Ward, the 
‘two largest mail order houses, 
totaled $1,200,000,000. 


Rate of Return Declines 


Inventories are now down to 
|$9 billion. The rate of return to 


ever. From 45 cents on a dollar, 
a year ago, it dropped to 37 cents 
as the more desirable property 


Mr. Littlejohn admitted that | 


mainly to lack of proper inven- | 
tories and sales methods.” 
Since he took over in July, the 


Industrial or Farm 


COPYWRITER 
3 


Fast-growing advertising agen- 


“We got rolling late 
in the year, and we intend to keep 
our disposal machinery running 
dispose of practically all surplus,” cy in Peoria needs experienced 
he said. 


to work on national accounts. 


$13 Billion to Go 


As he sees it, WAA has dis- 
posed of $16 billion of goods, and 
has approximately $13 billion to} 
go. When WAA goes out of busi- | 
ness at the end of next year, “‘the | 
residue surplus” will be turned | 
over to an old-line government | Send full details and samples 
agency. 

The lowering rate of return is| 
attributable in part to the fact that 
much of the desirable surplus has 
been sold. Also, under the Sur- | 
plus Property Act, a large portion 
of surplus disposal brings prac- 
tically no return to the govern- 
ment. 

The law requires, for exarpie, 
that airports be transferred to 
municipalities for a consideration | 
which amounts in substance to a 
gift. Under special conditions, 
substantial reductions in price are 
/made in disposal of real and per- 
sonal property to health and edu- 
institutions. 


datetime Earle A. Shilton 


Prefer man with agency back- 


ground under 35. Salary ex- 


ceptionally good — congenial, 


young people to work with— 


future bright with opportunity. 


of trade paper copy. 


Write Box 6682, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


— 


CHICAGO OFFICE SPACE FOR 
AGENCY OR PUBLISHER 


Immediately available a beautifully 
decorated suite of five private 
offices. The entire floor of a sme! 
attractive building on the near 
north side. Carpets, drapes, vene- 
tian blinds and intercom system 
already installed. $300 per month. 


, 605 N. Michigan Ave., Chicago 
Butler Brothers Shifts Superior 4373 ‘ 
J. E. Briggs, Chicago promotion | 
manager of Butler Brothers’ Ben sant 
Franklin and Distributor stores, ~ : ; oa 
has been appointed Baltimore re- | (y/74242AUAPAVAVAPAPAPAPAPAPAPAVAPAVAPAPAPAY ATA 
gional director to develop Dis-|W : F N 
tributor stores in the East and x meres @ real break fer A-1 5 
Southeast. He succeeds Paul B. Wy [yout copy man who can do § 
Smith, who has resigned. W. C.|W 08"& up Job editing national } 
Beeler, Distributor stores location x advertisers sales promotion 
manager, replaces Mr. Briggs and|§¥ ™##azine. Rush details your § 
J. V. Dawson of San Francisco S experiance including = salar) i 
succeeds Mr. Beeler. Ni ( ange aipesbeseten Quick action N 
ae = Box 6676, ADVERTISING AGI) § 
, S100 E. Ohio St., Chicago 11, I 
Sponsors News Sign y 4 
Flasheast, San Francisco’s first {ZA PAVAVAPAPAPAVAVAVAPAPAPAPAA VAVAVAVAYAY ‘V2 
traveling electric news sign, has i 
been installed on the Bank of 
America building at Powell and MARKET ANALYST 


In consumers goods is available with 
exceptional knowledge of products 
markets plus the ability to sum up r 
tions, draw conclusions and act upon them 
with a high degree of success. 


Market Sts. as a public service by 
the San Francisco Call-Bulletin. 
News will be flashed in a con- 
tinuous headline parade from 11 


a.m. to 11 p.m. daily except Sun- Box 6677, ADVERTISING AGE 
day. Flasheast will carry no ad- 100 E. Ohio Street, Chicago I!, Illinc 
vertising. — 


industrial or farm copywriter | 


- 
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CONTEST OPENER—Planters Nut & 
Chocolate Co. will launch a word- 
building contest with this full-page 
copy April 13, offering more than $40,- 
000 in prizes over a six-week period. 


, money in his pockets, but a tag in 
‘his coat lapel, addressed to a 
| Wilkes-Barre coal miner, helped 
‘him find work in a saloon. He 
/soon opened a peanut stand, add- 
ing salt to the peanuts to promote 
beer consumption. That was the 
birth of the salted peanut and the 
company Obeci started now oper- 
ates plants here, in Suffolk, Va., 
San Francisco and Toronto. 

Raymond R. Morgan Company, 
Hollywood, is the agency in charge 
of the account. Its affiliate, Good- 
kind, Joice & Morgan, Chicago, 
handles midwestern and eastern 
arrangements. 


Brach Shifts Officers 


Clinton O. Dicken, vice-presi- 
dent of E. J. Brach & Sons, Chi- 


manager. Theodore Stempfel-has 
retired as merchandising manager 
but will continue as vice-president 
|in an advisory capacity. Edwin O. 
Blomquist, vice-president, has 
been appointed director of sales 


cago, has been named general sales | 


To Set Product Standards | Blackman Joins JWT 


Alan F. Gill has been named di- | 


rector of the newly created stand- 
ards division of the Department of 


Trade and Commerce, Ottawa, or- | 
ganized for the standardization of | 
commodities, as to size and qual- | 


ity. Dr. Gill was recalled from 
Germany, where he acted as di- 
rector-general of reparations in the 
British zone, to assume his new 
position. 


Gets Nastrix Watch 


Nastrix Watch Company has ap- 
pointed Cole & Chason Advertis- 
ing, New York, to handle forth- 
coming consumer and business ad- 
vertising. Direct mail also will be 
used, including a bi-monthly bul- 
letin, the ‘“‘Nastrix Family,” to be 
sent to all customers of the com- 
pany. 


Oakville to Prelle 


Oakville Company, division of 
Scovill Mfg. Company, Waterbury, 
Conn., has appointed F. W. Prelle 


| 
| 


|Doner Appoints Hosford 


Elizabeth Blackman, formerly Raymond QO. Hosford, who for- 
copy director of Associated Prod-|merly directed his own studio in 
ucts, Inc., Chicago, has joined the | Chicago, has been appointed art 
copy staff of J. Walter Thompson | director of the Chicago office of 
Company, Chicago. | W. B. Doner & Co. 


IN HELENA, OVER 80% OF THE EAGLES 
OWN SHOOTING IRONS. . 


The monthly poll of Eagle Opinion showed that in 
Helena, Montana and three other typical Aeries 
83.6% of the Eagles in those cities own their own 
rifle or shotgun. We admit being a little surprised 
by that figure, too. This is just one example of 


what over 1,000,000 Eagles buy, and the Fraternal 
Order of Eagles is growing at the rate of 28,000 
each month. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


Raymond R. Morgan Co., Hollywood, 


is the agency. 


Planters Peanut 
Contest Offers 
$40,000 in Prizes 


WILKES-BarRE, Pa.—The post- 
war peanut returns to the mer- 
chandising scene in a big way 
next month when Planters Nut & 
Chocolate Company launches a 


é A | 
six-week contest with more than 


$40,000 in giveaways—including 
six new Hudson sedans. 

The campaign will start April 
13 with a four-color page adver- 
tisement in The American Weekly, 


and advertising. 


Company, Hartford, to handle its | 
business paper advertising. 


additional copy in 50 major city | 


newspapers, radio time on 35 


stations throughout the country, | 


and dealer tie-ups, 
streamers and displays. 
the war, most of the company’s 
production was dispatched to the 
armed forces, and it believes the 


window)! 
During | 


forthcoming contest will get people | 
back into the habit of asking for | 


Planters peanuts at the nation’s 
stores. 

Winners in the word-building 
contest may cop any of 393 prizes 


offered each week for six weeks. | 


Besides the Hudsons, they include 
such items as diamond rings, 
Servel refrigerators, Majestic 
radio-phonographs and table ra- 
dios, Magic Chef gas ranges, ABC 
washing machines, Kingston 
watches, Roadmaster bikes, Club 
aluminumware, Sharpo cigaret 
lighters, Matmatic electric irons, 
Cory coffee brewers and Hum- 
mingbird nylons. 


Three Products Shown 


Copy features Planters peanut 
butter in glass jars, Planters Cock- 
tail peanuts in tins, and Planters 
peanuts in 5-cent bags. Contest- 
ints, who may send in as many 
entries as they choose, must en- 
close two empty bags or the band 
or label from the vacuum can or 
ar. 

Planters intends to 
eparate campaigns this year, with 
the contest promotion the second 
in the group. 

In The American Weekly and a 
list of newspapers, Planters cur- 
rently is offering a set of Cali- 


run six | 


fornia flower seed packets for 25 | 
‘ents and the empty bags or bands 


trom Planters products. This offer 

xpires May 1. 

Planters, first in the field to put 

brand name on peanuts, started 

first advertising campaign in 
1915 with a $250,000 budget. It 
pends $2,500,000 annually now to 
ell the world about the merits of 
Planters products. A spectacular 
gn on Times Square, New York, 

‘one costs $96,000 a year to main- 
alin, 

Amedia Obeci, now president of 
Planters, came to the U. S. about 
‘S years ago, as an immigrant 
rom Italy. He had no extra 


bee furrow plowed in foreign soil by a 
U.S.-built tractor speaks volumes for 
the American way of life. 


Just put yourself in the shoes of any 
European farmer... 


You were hit hard by the war, and now 
you are struggling to get your farm and 
your home in shape again. But there is no 
plow to work the field, there are no nails to 
rebuild the house. There is only talk... 
endless argument about political and eco- 
nomic systems. 

Then suddenly in your town arrives a 
shipment of tractors (or plows, or nails, or 
medicine, or automobiles) stamped: “Made 
in the U.S.A.” 


Four editions of TIME 


are published every week 


International 
one for each 
of the world’s great market areas 

TIME Latin American, TIME Atlantic 
Overseas, TIME Pacific Overseas, TIMI 
Canadian. LIFI 
lished 
throughout the world 


International— pub- 


every other week circulates 


ad 


Now you bump across your acres on the 
seat of an American tractor, pulling an 
American plow, turning your land back into 
life and productivity. The song of the black 
earth slipping off the plowshare speaks well 
and convincingly for America 
... for free men working when 
and where they choose, under a 
free economy . . . but who are 
still able to send the world ur- 
gently needed goods. 


But our exports do more than 
make good speeches for us. They 
are good business, too... When 
foreign trade is discussed, remember these 
two facts: 


1. This year alone other nations will buy 
from us eight billion dollars’ worth of Ameri- 
can wheat and cars, tobacco and tractors, 
radios, sewing machines, cotton, and hun- 
dreds of other products. 


2. Currently there are more than four mil- 
lion jobs for American workers which have 
grown out of international trade and which 


=e) VILL 


mre E-DES SCALES a 


pay them over ten billion dollars a year in 
wages. And as the pent-up demand for goods 
becomes satisfied here at home, this export 
trade will be more valuable than ever in 
maintaining jobs and prosperity. 

But, to keep our export trade, 
we must be willing to buy from 
other nations, so that they can 
earn the money to buy from us. 

Underlying the whole exist- 
ence of The International Edi- 
tions of TIME and LIFE is the 
conviction that today goods and 
news must be exchanged more 
freely between America and the rest of the 
world, with increasing mutual profit. 

Their advertising pages help U.S. business 
make millions of new customers abroad—and 
thousands of jobs for people here at home. 

Their editorial pages bring to millions of 
people outside our shores a candid and con- 
tinuing picture of what America is doing 
and thinking—and thus they help the world 
see uS aS We are: Our country, our customs, 
our way Of life. 


The International Editions of 


TIME and LIFE 


Bringing the products of U.S. journalism and industry 
to the men and women of more than seventy nations. 


THIS ADVERTISEMENT, WIDELY PUBLISHED IN THE UNITED STATES, IS OF INTEREST TO READERS OF TIME INTERNATIONAL. 
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‘Save Yourselves, 
Commission Warns 
Agencies of Press 


(Continued from Page 1) 
many of the ills, “but only at the 


risk of killing the freedom in the 
process.” 


Makes 13 Recommendations 


No simple solution is possible, it 
says, and its 13 recommendations 
are not startling, as Dr. Hutchins 
admits in his introduction to the 
report. The recommendations in- 
clude five actions to be taken by 
the government, five by the media 
of the press, and three by the pub- 
lic. Those embracing government 
are: 

1. That constitutional guaran- 
tees of the freedom of the press be 
recognized as including the radio 
and motion pictures. 

2. That “government facilitate 
new ventures in the communica- 
tions industry, that it foster the 
introduction of new techniques, 
that it maintain competition among 


103,505 PEOPLE’ 
LIVE ax» BUY 


bgt 


large units through the anti-trust, 
laws, but that those laws be spar- | 
ingly used to break up such units, | 
and that, where concentration is 
necessary in communication, the | 
government endeavor to see to it| 
that the public gets the benefit of | 


such concentration.” 


Would Change Libel Law 


present remedy for libel, 


the injured party might obtain a 
retraction or a restatement of the 
facts by the offender, or an oppor- 
tunity to reply.” 

4. “We recommend the repeal 
of legislation prohibiting expres- 
sions in favor of revolutionary 
changes in our institutions where 
there is no clear and _ present 
danger that violence will result 
from the expression.” 

5. That government’ consider 
employing media of its own to in- 
form the American as well as for- 
eign public about its policies when 
the private agencies of mass com- 
munication are unable or ,unwill- 
ing to supply such information. 


Demands Self-Criticism 


The next five recommendations, 
made to the press, are: 

6. The agencies of the press 
should accept the responsibilities 
of common carriers of information 
and discussion (that is, be hos- 
pitable to ideas and attitudes dif- 
| ferent from their own). 
| %. The agencies of the press 
should assume the responsibility of 
|financing new, experimental ac- 
tivities in their field. - 

8. They should engage in vigor- 
ous mutual criticism. 

9. The press should increase the 
| competence, independence and ef- 
| fectiveness of its staff. 

10. “We recommend that the 


radio industry take control of its 
‘programs and that it treat adver- 


+. hie 
| 
rn 
oo 


ASHVILLE 


— Hub of a $600.000.000 Market 2 


“Mule Day" as an annual national event is resumed next month 


in Columbia (Maury County) 
door mule market and center 


Tennessee, world's largest out- 
of a very rich agricultural and 


livestock section. Some of the largest phosphate mines and 
furnaces in the United States also are operated in Maury 
County. TVA supplies the entire county with cheap and abun. 
dant electric power. Maury is one of the thirty-six counties 
comprising the Nashville trading area—the $600,000,000 mar- 
ket blanketed by Nashville's two great newspapers. 


Nashville City Zone Population.......... 266,505 
Nashville Market Population............ 920,843 


Nashville Banner 


EVENING 


Represented by Th 


The Nashville Tennessean 


NEWSPAPER PRINTING CORPORATION, ACENT 


MORNING SUNDAY 


e Branham Com pany 


3. “As an alternative to the | 
we | 


recommend legislation by which | 


| 


| 


VELVETY—The velvet backgrounds used in Carnation Co.'s “velvet blend’ 

recipe campaign (left), which started last spring, have been adapted to a 

series of full color pages presenting babies ‘on velvet with Carnation milk." 

The ad at the right, first in the series, will appear in May issues of Fawcett 

Women's Group, Good Housekeeping, Ladies’ Home Journal and McCall's. 
Erwin, Wasey & Co., Chicago, is the agency. 


tising as it is treated by the best 
newspapers.” 


Continued Study Needed 


As to action the public can take, 
the commission suggests: 

11. That nonprofit institutions 
help supply the variety, quantity 
and quality of press service re- 
quired by the American people. 

12. That academic-professional 
centers be set up for advanced 
study and research in the field of 
communications, and that existing 
schools of journalism give a gen- 
eral, liberal education, rather than 
just a technical one, to students. 

13. That there be established a 
“new and independent agency to 
appraise and report annually upon 
the performance of the press.” 

The latter would be created by 
gifts, be independent of govern- 
ment or the press, receive a 10- 
year trial and would perform a 
variety of functions generally 
carrying on the work begun by 
the commission. 

The suggestions follow two chap- 
ters in which the commission, dis- 
cussing the performance of the 
press and attempts at self-regula- 
tion, finds that the newspapers, 
radio, magazines, film producers 
and book publishers do not meet 
these five needs of modern society: 

“First, a truthful, comprehensive 
and intelligent account of the day’s 
events in a context which gives 
them meaning; second, a forum for 
the exchange of comment and 
criticism; third, a means of pro- 
jecting the opinions and attitudes 
of the groups in the society to one 
another; fourth, a method of pre- 
senting and clarifying the goals 
and values of the society; and, 
fifth, a way of reaching every 
member of the society by the cur- 
rents of information, thought and 
| feeling which the press supplies.” 


| Holds FM Retarded 


| The commission asserts. that 
|many technological developments 
|are being held back by printing 
| trades and other unions and by 
owners of eaisting press facilities. 

“It is admitted,” it says, “that 
frequency modulation (FM) radio 
has been delayed not only by war 
priorities but also by AM (stand- 


ard broadcasting) owners and by | 
It remains to be seen | 


the unions. 
whether similar delays will be en- 
countered, for similar reasons, by 
television and the facsimile news- 
| papers.” 


It adds that FM “is expected to} 


/replace the standard broadcasting 
jeans, except for high-powered 
clear channels reaching sparsely 
settled 


areas.” 


| shown 


|}owned by 


It declares that 


facsimile newspapers are “practic- 
able now” and that experts have 
that fax costs can be 
brought down to a penny per four- 
page issue. 

Despite technological advances, 
the commission says, press com- 
petition has declined. It cites fig- 
ures showing the decline in num- 
ber of newspapers and women’s 
magazines; that local and regional 
newspaper chains control more 
than half of all newspaper circula- 
tion, that the large press associa- 
tions and some 175 feature and 
other companies offer an “increas- 
ing sameness” of services. 


Information Neglected 


While the leading organs of the 
American press have achieved an 
excellence unsurpassed elsewhere 
in the world, the press by and 
large is devoted more to entertain- 
ment than to news, the commission 
says. 

“We see,” the commission as- 
serts, “that information and dis- 
cussion regarding public affairs are 
only a part, and often a minor 
part, of the output of the com- 
munications industry. On the other 
hand, such information and dis- 
cussion as are included reach a far 
larger audience because of the low 
price which advertising and. mass 
circulation make possible. 

“Information and discussion re- 
garding public affairs, carried as a 
rider on the omnibus of mass com- 


munication, take on the character | 
of the other passengers and be-| 
come subject to the same laws) 
that governed their selection: such | 
information ana discussion must | 


be shaped so that they will pay 
their own way by attracting the 
maximum audience.” 


Press Is ‘Big Business’ 
Thus, it continues, 
“news” has come to mean, not 


something of importance, but any- | 
thing that will attract the custom- | 


ers, and such a criterion limits ac- 
curacy and significance. 

“A solid evening of radio adds 
up to something like the reading 
of a mass-circulation newspaper, 


except that the percentage of re-| 


porting and discussion of public 
affairs is even lower,” the report 
says. 

The commission points out that 
the press media are big businesses 
big businessmen, that 
their income, just prior to the war, 
was nearly $2% billion and that 
their wage and salary expenditures 
are 4% of the nation’s total. It 
adds that many have indicted the 
newspapers for distorting the 
news. ; 


“One of the criticisms repeatedly | 


the word) 
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|made is that the press is domi- 
/nated by its advertisers. The evi- 
| dence of dictation of policy by ad- 
vertisers is not impressive,” th« 
commission contends. “Such dic 
tation seems to occur among th: 
weaker units. As a newspape: 
becomes financially stable, it be 
comes more independent and tend 
to resist pressure from advertis- 
ers. .. 

“The radio industry has peculia 
problems in relation to advertis 
ing. Fewer than 150 advertiser 
now provide all but 3 or 4% of th: 
income of the radio networks. The 
concentration of radio sponsorship 
goes farther than that... 

“The large advertisers on the air 
| use a small number of advertising 
agencies; a dozen and a half pro- 
vide about half the income of the 
three networks reporting these 
facts. These agencies not only 
place the contracts, but also write, 
direct and produce the programs. 
The great consumer industries—- 
food, tobacco, drugs, cosmetics, 
soap, confectionery and soft drinks, 
which in 1945 gave the networks 
three-quarters of their income— 
determine what the American 
people shall hear on the air. 


Hits Radio Advertising 


“Although the station owner is 
legally responsible to the govern- 
ment for what goes out over his 
station, he gets a large part of it 
from the networks. The networks 
get their programs from the ad- 
vertising agencies. The advertis- 
ing agencies are interested in just 
one thing, and that is selling goods. 
We are all familiar with the result, 
which is such a mixture of adver- 
tising with the rest of the program 
that one cannot be listened to 
without the other. . . 

“Advertising forms almost half 
the subject matter of the three 
media which carry it. It serves a 
useful purpose in telling people 
about goods that are for sale. Sales 
talk relies heavily on sheer repeti- 
tion of stimuli, presents favorable 
facts only, exaggerates values, and 
suggests a romantic world part 
way between reality and a ma- 
terialistic utopia. It does not dis- 
cuss a product. It ‘sells’ it. 

“Much of what passes for public 
discussion is sales talk. . . Public 
opinion . . . should not be manu- 
factured by a central authority 
and ‘sold’ to the public. . . It should 
be separated from material which 
is not advertising or advocacy; and 


Retail Sales Are 
Powerful Pulse Beats 


In Winston-Salem! 


With a metropolitan population 


of over 125,000 — and grow- 
ing all the time — Winston- 
Salem accounted for $60,384,- 
000.00 in retail sales, according 
to Sales Management Survey of 


Buying Power of May, 1946. 


These are mighty powerful 
pulse beats in the life blood of 
any market, and Winston-Salem 
is a leading Retail Market in 
the South’s Number 1 State,— 
a “must” for advertisers with 


something to sell! 


Journal and Sentine! 


Winston-Salem, North Caroline 


National Representative: 
KELLY-SMITH COMPANY 
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he control of the two kinds of) ARF Finds Food Ads Lead | Appoints Paulson 


ontext should be, so far as pos- 
sible, in separate hands.” 

The commission criticizes the 
press for its unwritten law of 
ignoring the errors and misrepre- 
sentations of which its members 
are guilty. It criticizes the motion 
picture industry for setting stand- 
ards of “acceptability, not of re- 
sponsibility.” It asserts that the 
National Association of Broadcast- 
ters has never enforced its code of 
ethics, and under existing prac- 
tices is not able to do so. The 
American Newspaper Publishers 
Association, it says, has not con- 
cerned itself with questions affect- 
ing the role of a free press. The 
American Society of Newspaper 
Editors has a satisfactory code of 
ethics but has never enforced it. 


Research Was Sketchy 


In his introduction, Dr. Hutchins 
observes that the commission did 
not conduct elaborate research. 
Leading to the final report—others 
on special subjects have been or 
will be published—were sessions 
for taking testimony from 58 men 
and women connected with the 
communications media, interviews 
with 225 members of business, 
government and private agencies 
concerned with the press, and 
study of 176 documents on the 
problem prepared by staff mem- 
bers. 

The American Newspaper Guild, 
it says, recognizes in its contracts 
the right of newspaper proprietors 


to be careless, prejudiced and sub- | 
ject only to the “right of the reader | 


not to read or to read and dis- 
count.” 

Discussing the principles in- 
volved, these points are made in 
the report: 

The modern press itself is a 
new phenomenon which can ad- 
vance or stifle civilization and 
spread lies faster and farther than 
was conceived when the First 
Amendment to the Constitution 
was drawn. 


Modern society 


concentration may be a threat to 
democracy and so must be con- 
trolled well by the press itself or 
by the government. 


requires great | 
agencies of the press, though they | 
are concentrations of power. Such | 


is North Carolina Study 


Food advertising won top inter- 
est among readers of the Jan. 15 
issue of the Winston-Salem Jour- 
jnal, the Advertising Research 
|Foundation reports. The survey 
'is the 106th completed in the 
|foundation’s Continuing Study of 
| Newspaper Reading. Four food 
|ads appeared on the women’s list 
| of five best-read national ads com- 
piled for the survey issue (a 
Wednesday issue), while three 
placed on the men’s roster. 

Outstanding national advertise- 
ment in the issue judged accord- 
ing to the reading per line per 
100,000 readers, was a 96-line 
Wheaties ad, which scored a rat- 
ing of men—115, and women—125. 
It tied for top place in the men’s 
list (with a 576-line Norris candies 
ad) to score 11%, and was in 
fourth position on the women’s 
list, scoring 12%. 


Taylor Leaves Ad Post 


Herbert B. Taylor has resigned 
as advertising manager and a di- 
rector of Northwestern 
Company, Chicago, after 36 years. 


| L. D. Paulson, formerly with 
Steel Kitchen Corporation, Con- 
|nersville, Ind., and Sampson Com- 
| pany, Chicago, has been appointed 
|sales manager of Midwest Mfg. 
|Company, Galesburg, Ill., maker 
‘of Kitchen-Kraft steel kitchen 
| cabinets and sinks and Blackhawk 
| portable steel kitchen cabinets. 


Bendix Names Doughty 


Margaret B. Doughty, formerly 
head of the household equipment 
department in the college of home 
economics, Washington State Col- 
lege, has been named director of 
Bendix Home Laundry Institute, 
South Bend. She succeeds Edwina 
Nolan, who has retired. 


Parry Adds Partner 
Thomas W. Parry & Associates, 

St. Louis public relations counsel, 

has raised Lemoine Skinner Jr. to 


| full partnership. Bernard A. Ehren- | 


reich, formerly with the St. Louis 
Star-Times, James R. Hanson, for- 
merly editor and publisher of the 
Weekly Highlight, Kansas City, 


Yeast | Mo., and Jeanette Ninas have been | 


added to the staff. 
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Trade Mark Counter Displays 


Distinctively different is this eye-catch- 
ing counter display featuring the famil- 
iar Marlboro trade-mark figures. Made 
of durable thermoplastic, highly embos- 
sed reproducing original wood carving. 
Copy rolled in bright red provides color- 
ful contrast. Size 12x18”. 


| 
| 


K-C-S also offers a complete line of 
outstanding dealer and point-of- 
sale displays in thermoplastic, wood 
and molded plastic . . . all produced 
and created under one roof. Your 
inquiry is invited. 


——- KIRBY- COGESHALL-STEINAU = | 


JACKSON at EAST CLYBOURN - MILWAUKEE 2, WIS. 


| 


If the freedom of the press is to | 


achieve reality, government must 
set limits on its capacity to inter- 
fere with or regulate the press: 
but there are limits to legal tolera- 
tion of abuses by those who con- 
trol the press. 

The First 
passed 


Amendment was 
when government alone | 


could prevent freedom of the press. | 


Protection against government is 
not enough today to guarantee 
that those who have something to 
say can say it—the owners and 
managers of the press determine 
that. 


‘Fortune’ Is Critical 


Through concentration of own- 
ership, the variety of sources of 
news and opinion is limited. The 
press must overcome bias based on 
its own “big business” position. 
The press must be accountable to 
society for the “almost forgotten 
right of speakers who have no 
press.” 

In a four-page editorial accom- 
panying its full-text report on the 
findings, Fortune criticizes the re- | 
port for being unclear, for accept- | 
ng as truism things that are de- | 
atable, for making “an unwar- 
anted fuss” about the decline in | 
number of newspapers and alleged 
lack of competition among com- 
munication agencies. 

It approves the report generally, 
owever, for being balanced, for 
ointing to overdue reforms within 
he press itself, for calling atten- 

on to the lack of professional 
tandards of the press, and for sug- 
‘esting ccntinued study by an in- 
lependent body of the problems 
nvolved. 


| 
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The January 1947 issue of Country Gentleman 


carried more dollars of advertising than any January 


in Country Gentleman history 


The February 1947 issue carried more dollars of 


advertising than any previous issue—any month, any 


year 


The March 1947 issue carries more dollars of 


advertising than February 1947, setting another 


all-time high 
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Promotes Carter 

Karl N. Carter, manager of the 
service merchandising department | 
in New York, has been appointed | 
manager of general sales of Ohio | 
Rubber Company, Willoughby, O., | 
exclusive of the automotive and | 
other accounts served by the De- 
troit office. 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 


ads. Cardboard letters are 


automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 


types to select from, each 


packed in a compact, refill- 


able leatherette case. 


| 


| Patterns: 


Unemployment 
Due in ‘50, Says 
Unique BLS Study 


7,000,000 Jobless 
Seen Unless Prewar 


Trends Are Changed 


WASHINGTON—Millions of U. S. 
workers will be unemployed in 
1950 unless government, business 
and labor find new demand for 
available goods then. 

This is the finding-reached in a 
unique study made by the Bureau 
of Labor Statistics in cooperation 


with economists in and out of gov- | 
Its findings, to be pub-| 


ernment. 
lished in full later, are summarized 
in the article, “Full Employment 
1950,” in the current 
Monthly Labor Review. 


The conclusion ig, reached, not | 
by forecasts, but by working from | 


assumptions of future wages, 
prices, production and other fig- 
for finished 


ployment, demand 


employment. 
Circular Procedure 


Specifically, the bureau first de- 
termined the approximate number 
of jobs necessary to provide full 
employment in 1950; then the 
amount of wages and salaries that 
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May, 1922. almost everybody 


in the Red River Valley who owns a 


radio set has always preferred 
WDAY. 
First, because for years we were the 


only station heard in the area. Sec- 


Red 
6 to 


facts. 


Today ° 


W DAY is the listeners’ choice in the | 


ond, because for all the years since 
1922 we've remained the pioneers in 


good entertainment. 


on our 25th Anniversary, 


River Valley. by better than 
i. the 
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you want statistical 


FARGO, N.D. 


NBC ..970 KILOCYCLES . . 5000 WATTS 
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Exclusive National Representatives 


would be available to purchase | 


goods; the necessary production 


involved to satisfy such demand, | 


and the number of workers needed 
to produce the goods and services. 

The series of assumptions made 
leads to the finding that “the vol- 
ume of employment required to 
'satisfy the 1950 final demand 
(estimated previously) is 34,400,- 
000, as compared with 39,100,000 
required if full employment is to 
be achieved. The assumed level 
of final demand is not high enough 
to give us full employment.” 

The article asserts further that 
the probable unemployment might 
even be worse. To the 4,700,000 
unemployed represented in the 
difference between the total work 
force and the force needed to pro- 
duce goods demanded, would be 
|added 2,000,000 ‘‘frictionally” un- 
| employed. 

Furthermore, “this actual gap 
is not a measure of the unemploy- 
ment which would result if all the 
assumptions were in fact realized,” 
| the report explains. 


Over 6,700,000 Jobless 


_ “A final demand of $128.4 bil- 
lion was derived on the assump- 


, ' \tion that only 2,000,000 workers | 
ures to determine trends in em-| would be unemployed. The pres- | 


/ent results show that such a final 


goods and other factors affecting qemand actually implies 6,700,000 


/unemployed. A _ recalculation o 
the entire analysis starting wit 
|this unemployment would yield 
new results with lower total de- 
mand and greater unemployment. 


Repeating the process, we would | 
eventually obtain initial and final | 


figures which were in full agree- 
‘ment. There is little point in 
carrying this process through. It 
|/is enough to discover that the in- 
stitutional patterns incorporated in 
‘the analysis do not provide eco- 
nomic equilibrium at the desired 
| full employment levels.” 


The authors admit that the con- | 


clusion is based on assumptions 
surrounded “by a _ considerable 
area of doubt.’”’ They say, how- 
‘ever, that even granting for 
various miscalculations, the re- 
sults provide a firm base for find- 
|ing that unemployment may be 
| widespread unless prewar trends 
somehow change. 


Prewar Concepts Useless 


“The amount of investment ac- 
tivity which can reasonably be 
anticipated for 1950,” the article 
asserts, “does not appear to be 
sufficient to absorb the volume of 
savings te be anticipated under 
full employment conditions, if the 
prewar schedule of consumer 
preferences remains unchanged... 
iIf full employment is to be 


or investment goods, or both, must 
be higher. 
labor and government on the basis 


of prewar concepts of normalcy 
may result in serious unemploy- 
ment.” 


Assumptions arrived at in the 
study include the following: 

That the 1950 “normal” labor 
force will be about 61,500,000, of 
which civilian employment will 
be 59,000,000. Of the latter, 39,- 
100,000 jobs 


by private business. 
That for most industries, 


above 1939 (exact percentages are 
given for major industrial and 
service groups). 

That wage rates in 1950 will be 
about 15% above their level in 
May, 1946, and that prewar work- 
ing hours will prevail. Together, 
these assumptions ‘‘made for con- 
venience,” imply a full employ- 
ment wage and salary income of 
$122.8 billion. It implies a 
national product of $215.5 billion, 
compared with $197.3 billion in 
1945 and $120.2 billion in 1941. 

That the scope of government 
activity will be substantially the 


gross 


achieved in 1950, the level of de- | 


, | nur r of jobs such output will 
mand for either consumer goods | numbe J P 


Kent, president of P. Lorillard Co., 


Sy Sth. es 
= “ 


TREAT FOR DEM BUMS—The jovial group pictured above are watching H. A. 


sign for sponsorship of 1947 Brooklyn 


Dodger baseball games. Left to right, the onlookers are ‘Red" Barber; Ray 
Vir Den, executive vice-president, Lennen & Mitchell, and Branch Rickey, presi- 
dent of the Dodgers. 


same as before the war, govern- 
| ment budget will be balanced (at 


$27.5 billion) and no attempt will 


| be made in 1950 to reduce the 
h national debt. 


That the 1950 tax structure will 
|eall for 1939 excise rates, 1940 
|corporate income tax rates, per- 
sonal income tax rates between 
1940 and 1941 rates, and 1939 rates 
for all other taxes except social 
| security. 

That the higher wage and re- 
turn-on-investment rates will be 
|no higher than those prevailing in 
|the summer of 1946. 


$2 Billion Export Balance 


That the prewar relation be- 
tween consumers’ income and ex- 
penditures or savings will prevail. 

That non-government purchases 
|of durable equipment will be 
about the same as in 1941. 
| That construction will be 90% 
/more than in 1939 (in units). 
| That imports will total $6,112 
million and exports will total 
$8,473 million. 


| That a net inventory change of 


'$2 billion will have taken place. 


| 1939 


That material requirements per 
unit of output in 1950 will not 
be much different from those of 
(with certain obvious ad- 


|justments in special cases). The 


Planning by business, | 


latter assumption, plus use of a 
Bureau of Labor Statistics study 
in 1939 of interindustry relations, 
permits determination of output 
and, finally, estimation of the 


provide. 
Explains the Difference 


“There is no logical reason why 


ithe initially assumed and finally 


(outside of farming, | 
self-employed, etc.) must be filled | 


pro- | 
ductivity will be about 20 to 30% | 


derived employment totals should 
be equal,” the report says. “The 
estimates of final demand are 
based on a series of assumptions 
with respect to the scope of gov- 
ernment activity, the pattern of 
;}consumer expenditure and _ the 
| level of investment activity. These 
assumptions may or may not be 
|compatible with the existence of 
|full employment. If they are not, 
the finally derived level of em- 
ployment should be less than or 
greater than that initially as- 
sumed. For this reason, the em- 
ployment gap is something more 
than a summation of. statistical 
errors. Essentially, it indicates the 
extent to which prewar consump- 
tion habits, the estimated volume 
|of capital formation and the as- 
sumed level of government opera- 
tions are inconsistent with the 
achievement of full employment.” 

The articie was prepared by 
Jerome Cornfield, W. Duane Evans 
and Marvin Hoffenberg, of BLS. 
Basic data and techniques used 
for the study were developed by 


Prof. Wassily Leontiei, 


University; Neal Potter, 


/Bureau of the Census; George B 
Galloway, 
Fund, and Werner Baer, 
Tariff Commission. 

The article is a summary of the 
longer bulletin, “Full Employment 
|Patterns, 1950: The Structure ot 
'the American Economy under Ful! 
Employment Conditions.” It will 
appear in the near future. 
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P e 
‘Opens Trailer Drive 
| In April, American Bantam Car 
Company, Butler, Pa., will ope: 
| its second year of producing Ban- 
| tam Supercargo truck trailers 
| with a national campaign throug! 
Ketchum, MacLeod & Grove, Pitts- 
burgh. Future plans call for ex- 
pansion of the distributor organi- 
|zation, in order to achievé 
|complete coverage from the At- 
| lantic to the Rockies. 


To Funkhouser 

| American Products Company, 
| Reidsville, N. C., maker of Swag- 
| ger, Nu-Shine and Shu-Care shoe 
| polishes and a new plastic cleaner 
|}has appointed Justin Funkhous« 
| Advertising, Baltimore and Nev 
York, to handle its national 
vertising. Newspapers and radi 
will be used in test markets. 


WDGyY Appoints Evanson 


Marcia Evanson, formerly in th 
publicity department of Young & 
Rubicam, New York, has _ bee! 
appointed head of the publicit: 
and promotion activities of Sta- 
tion WDGY, Minneapolis. 
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Harvard 
OPA; 
Richard Musgrave, of the Board 
| of Governors of the Federal Re- 
'serve Board; Wylie M. Kilpatrick, 
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Advertising Age, March 31, 1947 
Tetley tea and the Mennen Com- 
pany. 
| He helped found the Duane 
Jones Company, was on leave of 
absence from that agency during 
the 1944 presidential campaign to 
act as radio director of the Repub- 
lican National Committee, and re- 
signed as chairman of the Jones 
plans board to join Gahagan. 
Booth, Vickery & Schwinn 
opened a New York office last No- 
/vember when it took over Hill Ad- | 
vertising, founded in 1943 (AA,| 
Nov. 18). 


Turnbull Becomes 
Agency President 


New YorK—Henry R. Turnbull 
has made his second major agency 
switch in 14 months by joining 
Booth, Vickery & 
Schwinn, Balti- 
more and New 
York, as presi- 
dent. 

Mr. Turnbull 
recently resigned 
as a partner 4 


Gahagan, Turn- 


bull & Co., which Moto-Scoot to Lieber 
he helped found | A Moto-Scoot Compa 
in January, 1946, merican Moto-Scoo ompany, 


Chicago, has named Lieber Adver- 
to specialize in| tising Company, Chicago, to direct 
food and drug|its advertising. The company will 
accounts (AA, Jan. 28, ’46). He/use magazines, starting with June 
is a former associate of Duane 


issues, newspapers and radio. 
Jones, and worked with the for- yee 


mer Blackett - Sample - Hummert 
agency and Maxon, Inc. He has 
handled such accounts as A&P 


Henry R. Turnbull 


Names Ted Russell | 


Frederick (Ted) Russell has | 
been appointed an art director of | 


Washington Fruit 
Ad Group Readies 
Promotion for “48 


OtympriaA, WasH. — Although 
prompt action is anticipated in or- 
ganizing the Washington State 


Fruit Commission authorized by 


the 1947 legislature, a full pro- 
gram of advertising and promotion 
for soft tree fruits is not expected 
_ before the 1948 season. 

The legislative act, which be- 


|came law early in March, calls for 
/a commission of 15 to direct mar- 


keting research, sales promotion 
and advertising for Washington- | 
grown peaches, apricots, Bartlett | 
pears, cherries, plums and prunes, | 
and authorizes a tax on growers to 
pay expenses. Initially, a fund of | 
$150,000 is being sought. 

Inasmuch as growers would not 
pay the tax until they ship their | 
produce to markets, little advertis- 


placed on organization for the 1948 
season. 

Under the act, the first step in 
organization must be taken by the 
State Director of Agriculture in 
calling meetings of producers, 
dealers and processors to elect 
their members on the commission. 


Forster Names Hoyt 


Forster Mfg. Company, Farm- 
ington, Me., maker of Ideal and 
World’s Fair brands of wooden- 
ware specialties, has appointed 
Charles W. Hoyt Company, New 
York, to handle its advertising. 


‘Joins ‘Union-Leader’ 
Edwin C. Hedekin has resigned 
|from Ridder-Johns, New York, 
publishers’ representative, to be- 


faves business manager of the 
| Union- Leader, Manchester, N. H. 


To Form Own Agency 
Hinds V. Thomas has resigned 

'as account executive of Herbert 

| Rogers Agency, Dallas, to estab- 


Ta lin iti 


— 


a. coffee, B. T. Babbitt, Inc., Hecker Kjesewetter, Wetterau & Baker ing is expected for the 1947 season. lish his own agency and public 

' ky : Products, Grocery Store Products, | Advertising Agency, New York. Instead, primary efforts will be! relations firm in Corpus Christi. 
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Been to where our annual mail totals 1,250,000 for attention is 

es letters. They write to the Farm Mechanics ‘ 

ats department for information; they write to the only part of the job 
home-making department and for the patterns ee = Soe Zs 
pictured in Prairie Farmer; they write to our for an advertisement, : 
staff pastor, Dr. Holland; to the Protective The tone and emphasis In 
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Swag- Christmas Neighbors Club. Our folks are what it says 1s controllec 
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al ad- ° x 

of all the elements. 


President, 
Prairie Farmer and WLS 


Reading (and sales) results tell. 
A dozen years as agency 
art director and a wide 
free-lance experience 
assure my Clients 

an understanding of their 
problems... whether for 


ALWAYS MEAN BUSINESS 
IN “LINCOLN LAND” 


national advertising 
or fine printing. 


Where Prairie Farmer-WLS 
Influence is Concentrated 
Among 14,000,000 People 


Response like this keeps Prairie Farmer-WLS always informed 
on the wishes of the people of “Lincoln Land,” their interests 


and their problems. These same folks respond to our advertisers, 


Creative Design 


TYPOGRAPHIC 
COUNSEL 


visit dealers for advertised merchandise in this big rural-urban 
market. Prairie Farmer-WLS are the media they are in the habit 
of responding to, the media they believe in; and it is this belief 


and confidence that develops worthwhile advertising results for 


This 
the users of Prairie Farmer-WLS. a 

111 East 
Ps Delaware 


may also 
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BURKIDGE D. BUTLER, President Chicago 
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Comic Books Help 
Build Shoe Sales 
for Buster Brown 


St. Louis—Brown Shoe Com- 
pany is boasting a record in chil- 
dren’s shoe merchandising with a 
winning combination built around 
a half-hour network show and a 
comic book for the kids that has 
gone over the 1,000,000-copy mark. 

For its Buster Brown division, 


Diehl Goes on His Own Joins Pitney-Bowes 


Edward Diehl, for 10 years a James L. Tuttentine, who for- 
McCann-Erickson art director in| merly held editorial and public 
charge of packaging and design|relations posts with Shell Oil 
assignments, has resigned to open| Company and Hazard Advertising 
a studio at 39 E. 5lst St., New|Company, has joined the public 
York. ‘relations staff of Pitney-Bowes, 


a |Inc., Stamford, Conn., maker of 
Griffith to Dinnerman | 


postage meters. 
Griffith Distributing Corpora- | Markets Printed Tape 


tion, Cincinnati, has placed its | 
Cincinnati and Indianapolis divi-| Mark Andrews Company, St. 
sions’ advertising with Dinnerman | Louis, is marketing Mark’Andy 


& Co., Cincinnati. | Ready-to-Stock tape, a new sticky 


|cellophane product printed with 
an advertising message or other 
marking desired by the customer. 
| It is adaptable to signs, sealing, 
code or price marking and many 
other uses. 


Daystrom Names Ayer 


| The Daystrom Company, Olean, 
N. Y., manufacturer of chrome and 
plastic furniture, has moved its 
account from Marcel Schulhoff & 


Son, effective with July adver- 
tising. 


Advertising Age, March 31, 1947 


Polk Issues New Catalog 


R. L. Polk & Co., Detroit, has 
prepared a new mailing list cata- 
log, which shows the extent of 


| the company’s operations and the 
|more than 8,000 classifications of 


mailing lists it can provide. 


Austin Joins BBDO 


Eugene Austin, formerly with 
Western Agency, Inc., Seattle, has 


Co., New York, to N. W. Ayer &| joined the Los Angeles office of 


Batten, Barton, Durstine & Osborn 
|}as account executive. 


the shoe manufacturer has em- 


idvertisi 


Wester 


The (¢ 
Francisco 
new cam 
Supply C 
Magazine 
ypublicatic 


Lektro 


Lektro 
Conn., h 
Chollar, 1 
the Arm; 
iger of P 


ployed practically every medium 
in its 32 years of advertising, from 
lantern slides to national maga- 
zines. Its present radio show, fea- 
turing Smilin’ Ed McConnell and 
broadcast Saturday mornings over 
the full NBC network, represents 
its greatest promotional effort to 
date. The show is now in its 
third year. 

The comic book was used first 
as an audience check and subse- 
quently turned into one of the 
biggest and most effective audi- 
ence builders for the program. 
Comic Book No. 7, announced over 
the March 8 broadcast, ran well 
over 1,000,000 copies and Brown 
expects the next issue of the quar- 
terly, now in preparation, to estab- 
lish a new high print order. 

Buster Brown dealers through- 
out the country support the pro- 
gram, with tie-in copy in their 
local advertisements, and run spe- 


cial copy on the Friday preceding 
the broadcast on which the comic 
books are announced. Brown sup- 
plies the dealers with 18x25-inch 
blowups of the comic book cover, 
in four colors, for window dis-| 
play. 

Each book bears the individual 
imprint of the local dealer, as well | 
as the call letters of the local radio | 
station and the time of broadcast. | 
The third and back covers of ao 
book tell the Buster Brown shoe 
story and illustrate the line of | 
boys’ and girls’ shoes from the | 
smallest up to high-school age. | 
Expert fitting service of the dealer | 
is stressed along with the quality | 
of the Buster Brown product. 

Leo Burnett Company, Chicago, 
handles the aceount. 


" 


A REAL CHANCE 
TO PRODUCE! Run 
it where women 

shop the food 

advertising . . 
in their home- 
own newspaper. | 


t 
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ALFRED G. HILL, Publisher 
Cc. L. EANES, General Manager 


DON McKAY, Local Advertising Manage 
Nationally Represented by Story. Brooks & Finley 
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Western Starts Drive 


The Conner Company, San 
Francisco agency, has released a 
new campaign for Western Movie 
Supply Company, San Francisco. 
Magazines, newspapers and trade 
publications are scheduled. 


Lektro Names Chollar 


Lektro Products, Inc., Milford, 
Conn., has appointed John S. 
Chollar, recently discharged from 
the Army, as export sales man- 
iger of Packard electric shaver. 


ae 


Ice Group Offers 
Highly Detailed 
Training Program 


WASHINGTON — The ice industry, 
which is hammering at consumer 
acceptance through increased ap- 
propriations this year, also is mak- 
ing an all-out effort to educate its 
own employes with a compre- 
hensive internal relations program, 
embodying educational movies and 


detailed pamphlets for managers 
and all ice company personnel, in- 
cluding the route man. 

In its booklet, “Modern Practices 
in Ice Delivery Service,” the Na- 
tional Association of Ice Industries 
has outlined every conceivable 
phase of the industry, including a 
history of ice, the available ice 
market, customer relations (with 
such admonitions as “use an ice 
bag” for delivery), telephone man- 
ners and a host of other sugges- 
tions for building business. The 
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suggestions are presented in com- | points emphasized in the larger 

plete detail and include a series! manual. 

of points to be made to customers! The educational film program is 

who for one reason or another do | comprised of eight films, also deal- 

not use ice at all or only season- ing with all phases of ice, its his- 

ally. | tory and sales, which can be used 
The association also offers a|at sales meetings and company 

managers’ manual, which tells in| gatherings. Safety is one of the 

detail how sales and customer re- | factors stressed in both the films 

lations classes should be held. The | and the booklets offered. 

“Service Manual for Modern Ice- | ene 

men” is a pocket-size pamphlet Brisqcher Names Two 

which can be issued to individual | 


employes and includes most of the | a ne hg pele NE a 


“Bevonp the cold statistics of space buying must lie an understanding of why readers 
choose publications and an appreciation of their mental attitude toward the contents. A 
few magazines are edited to appeal to minds eager for information about specific products | 
and definite ideas. In those publications, a buyer knows that his advertising will find minds 


interested in his product or his idea. That interest will translate itself into advertising 


readership and product sales.” 


* * * 


I ete 


< : 3 * a ite at r. ai ’ “ 
a: es Ped 
aoe ’ - “ . ; . “Sine ees 
: Sr e  aceath oF Meas yg : al x Fae te tee 


—C. H. RICKARD 
HORTON-NOYES COMPANY 


That's the Popular Mechanics formula exactly, Mr. Rickard. Readership 


studies show that every month this fact-filled magazine is the favorite 


hunting ground of more than 32 MILLION eager, interested, wide-open 


“P.M. Minds”... minds that want to know what's new... minds that 


read ads deliberately and consciously respond. Here's a big, red-hot, 


extra-responsive market for any product bought by men. 


al 


| Louis H. Winters assistant produc- 
_tion manager and Ed Pitney, copy- 
writer. Mr. Winters was formerly 
| advertising manager of Eloesser- 
|Heynemann Company, San Fran- 
cisco work clothes manufacturer, 
| while Mr. Pitney was with Young 
|& Rubicam, New York. 


‘Outdoor Life’ Appoints 

| Ernest G. Poole, formerly gen- 
|eral tourist and convention agent 
'for the Canadian National Rail- 
| ways, has joined Outdoor Life, 
New York, as Canadian director 
of where-to-go travel advertising. 
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Time Passes, and 
Even GM Men Age 


To the Editor: I have read your 
more than complimentary articles 
and references to the Ford Motor 
Company — particularly, the won- 
der of the age, Henry II. I knew 
his dad, Edsel. I knew his grand- 
father. Respected and admired 
both. I have not met this young 
gentleman, and apparently he is 
doing a job—and I say “more 
power to him!” 


wonder is what kind of a job you 
are trying todo. Are you a news- 
paper with a bunch of men trying 
to make good stories? If so, that 
is fine—do it constructively. But 
when you go out of your way to 


This departmnat isa reader’ s forum. Letters are welcome. 


offend (to me at least) a reader 
by reference to tired, old men of 
General Motors, I think your men 
should get on the job. Alfred Sloan 


/has given much to the industry. 


Dick Grant, whom I knew well 
and for whom I did a great truck 
job in 1927 and 1928, did more for 


the intelligent selling and distribu- ) anyone ever tell Mr. Hughes that siderably sake J 


tion of automobiles than all men 
before or since. If you will take | 
pains to interview some of the GM 


/men, I don’t think you will find a 
But what sort of makes me 


bunch of cripples. 
Bill Durant, a good friend of 


mine, did not fail twice with GM 


in the sense you imply. “And some | 


|/have grown old—Richard Grant | 


retired—but A. P. Sloan Jr., 


|Charles E. Wilson and C. W. Ket- 


tering are still at the helm.” Match 
“Ket’s” Deeds—please. 
Understand, I hold no special 
brief for GM. But when I read a 
paper — subscribe to it—then I 
want facts and not a wild tirade. 
| The story of the new Ford men is 
interesting. Tell it. But didn’t 


| comparisons are odious? He must 
be quite young. And if you, or he, 


ae a real story of an owner’s 
experiences with a number of | 


_makes of cars, upon proper notice 


I shall be willing to unburden my- | 


| self—up tc a certain point. 
| All that glitters is not gold. By 
the same token, even Ford is not 
without sin! 

You’re doing too good a job to 
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c ISL K_ISLAND _ARGUS 


(Formerty 


More FOOD is 


city zone 


food sales- 


‘ago comes: 


Families 


portion 
The Argus and 


East Moline 


(Juad-Cities. 


r . 
7 nome 
rare 

OR er eee 


ROCK ISLAND ARGUS and MOLINE DISPATCH 


population 
limit) of 100,000 or over 


Illinois and Towa. 


Source 


lation live on the Illinois side. 
(56.2% ) 


originate in Rock Island-Moline-East Moline. 


MOL INE DAILY DISPATCH 


Known as the “Tri-Cities””) 


Sold in the Quad-Cities 


than any Other Market in Illinois and and 
lowa, Outside of Chicago. 


Here’s how the metropolitan markets with a 


(newspaper carrier 


After Chi- 


Food Store Sales 


1 QUAD-CITIES....... $29,160,000 
S.. Bons BOOS ...sacasvwaves 27 632,000 
Pe Avon sh xswstena 25,482,000 
SS ee 21,069,000 
5. Kast St. Lauis.......... 15,582,000 


1940 Census 


So if your advertising plans include the Mid- 
West, you can’t overlook the Quad-Cities! 


buy groceries near their homes. And 
¢ 3 
in the Quad-Cities, nearly 60° of the popu- 


So the greater 
of Quad-City 


food sales 


Dispatch are the only daily 


newspapers published in Moline-Rock Island- 
the only dailies that offer com- 


plete coverage of the major portion of the 


2 


National Representatives - - The Allen Klapp Company 


. 1940 census, rank in | 


|ruin a record by any such sloppy | 
reporting, and references to men | 
who helped make the industry. 

W. M. Hart, 

W. M. Hart Company, York, 

Pa. 

[Editor’s Note: Mr. Hart has an | 
unusual notion of what constitutes | 
a “wild tirade.” The Ford story 
merely pointed out, factually, that 
‘many of the top executives of 
|General Motors, whose competency 
is certainly unquestioned, are ap- 
|proaching the age of retirement, 
while Ford’s “new team” is con- 


‘Small vs. Large Agency 


: | Editorial Hits the Spot 

To the Editor: How right you 
are! 

That was our immediate reac- 
tion upon reading the editorial, 
“Must Agencies Be Big to Be 
Good?” appearing in your Feb. 24, 
| 1947 issue. 

The answers to the question 
posed by the editorial headline ex- 
press to perfection our thoughts on 
the subject. 

We are one of the many small 
agencies who have the audacity to 
believe we are good, although we 
are not big. We have, therefore, 
solicited accounts on equal terms 
with larger Cleveland agencies. 
On many occasions we have be- 
come involved in the “Big Agency 
vs. Little Agency” discussion with 
the advertiser. The arguments we | 
have used in these discussions are 
similar to the evaluation points 
| presented in your editorial. 

Thanks again for making a) 
strong case for proper judgment 
in choosing between the small 
agency and the big agency. 

R. W. Twiaacs, 
Inc., Cleveland. 


i. v v 
Hart Schaffner & Marx 
Revive Prewar Medium 

To the Editor: Style books have | 
been a tradition at Hart Schaffner | 
|& Marx for 47 years. “Famous | 
| Names in Baseball” marks the re- 
iturn of this excellent medium | 
after a wartime hiatus. 

The fact that “Famous Names” 
has been the most widely accepted 
style book can largely be attrib- 
uted to real consumer or reader 
interest. Every player in “Famous 
Names in Baseball” is a member 
of baseball’s “Hall of Fame” with 
| the exception of baseball’s highest 
salaried players, Bob Feller and 
Ted Williams—plus the always 
colorful Leo “Gabby” Hartnett. 

_ Representatives of the “Hall of | 
Fame” include Connie Mack, 


Meermans, 


Honus Wagner, Joe Tinker, Johnny | 1+ not the chairman. 


Evers, Frank Chance, Christy) 
Mathewson, Ty Cobb, Rogers 
Hornsby, Babe Ruth, Lou Gehrig, | 
Walter Johnson, George Sisler, 
Tris Speaker and Eddie Collins— | 
their pictures and their records. 
Quite a galaxy of stars, isn’t it? 

John P. Carmichael, renowned 
sports editor of the Chicago Daily 
News, turns in a bang-up com- 
mentary job and there are also in- 
teresting fashion era sketches and 
colorful Hart Schaffner & Marx 
national advertising campaign re- 
productions. 

The center spread is devoted to 


|help us much; as agency accounts 
| go, ours mostly will be “‘small fry 
| close by.” 


, to be on more mailing lists—source 
| mailing lists. 
‘the usual directories and catalog: 


‘about stuff and services they've 


/consin newspapers and radio sta- 


the story of baseball and the “Hall | 


of Fame’’—all-in-all 24 full-color 
pages of reader interest — which 
Hart Schaffner & Marx dealers all 
over the country will soon dis- 
tribute to their customers through 
the mail, over the radio, in person 
or through countless other promo- 
tional ideas. 
H. F. PFISTER JR., 
Hart Schaffner & Marx, Chi- 
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“MEMS STARDUST” title o 
tender at Miami, Pia. Dasis 
Tedd. The winner af the con 
teat will be selected om fhe basis 
of phategraphs submitted ta the 
judges, Mere than 30,900 pic 
tures were submitted im the cam 
test Inet pear, Officiads «ay thet 
record will be braken this year 


British Work on : to check tl 
Landing Safeguards tion? 
LONDON-Britain’s three 1: The ent 
. March 10 : 
Luscious Dates 
To the Editor: Do you agree THE 7 
with the ad that this is “mor 
luscious than candy’? I do. 
P. N. REFSDAL, 
Foulke Agency, Minneapolis. 


we are handling well the busines: 
we've got. And you maybe couldn't 


But, believe it or not, we want 
Oh sure, we hav 


and “books to start with” but we 
have bottlenecks on packages and 
mailing pieces we think won’t oc- 
cur again when manufacturers an 
jobbers have found us and told us 


got and we might need little 
bit of. 

Anyway, the Shannon of ‘“‘Shan- 
non, Schilling & De _  Spirito, 
Harold T. I. Shannon, has had 3) 
years of advertising with Wis- 


a 


260 FiFT! 


t picture: 
situation it 
‘ould not 
by the bl 
ince the | 


tions. His longest association was 
with the Green Bay Press-Gazett 


He was almost a “standing” chair- FRheck” pi 
man of civic and community, his- #Fext move 
‘torical and charitable campaigns @ This ad 
‘and drives. The committee changed Right Com 
His adver- @ration ha 
tising was not all display. He has 
been a well known writer of fea- J America 
‘tures and brochures, booklets and @ Sociatior 
series. ' 
Warren C. Schilling is president #Finds K 
and principal stockholder of Diana To the 
Mfg. Company, maker of papel Becret to sx 
specialties, and is a director if Mans, poli 
several other Wisconsin corpora- jy “Inforr 
tions. One of 
His daughter, Florence Schill nf Bomething 
De Spirito, returned to her native Biicials 
Green Bay from 10 years’ work Brestige w 
with the New York agencies Bxing Park 
mostly in radio. She also was «s- @ what. 
sociated with the New York Lisht Bhethog fo 
Opera Guild in productions as well Bf us who 
|as promotion and public relations @, by-pass 
The company is acting as advert arker an 
ing agency for a number of W es bow 
consin companies and groups, p matics 
viding advertising ideas and co» embersh 
|on a flat service fee. lo Ser 
Haroip T. I. SHANNON, other 
General Manager, Shanno! macy 
Schilling & De Spirito, Inc eone 
Green Bay, Wis. ker if 1 


cago. 
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Sources, Here He Is 
To the Editor: We’re looking for 
“free advertising.” But not 
the kind you object to. We really 
don’t want any more business until 
we can handle it well. We think 


- . 


soine 


v v v 
Finds Simple Solution 
To the Editor: I attach the f 
mula for profitable advertisi: ¢ 
taken from a lumber trade pap¢ 


»p Gr 


7 : c 
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few elements it is strange why so| ing with a Wish Bone, or That Itch 


that gets results. 
simple it is: - 


iny find it difficult to write an’ to Sell.” 
Here is how | 


This booklet was written by a 
| very smart young man who heads 


Use an interesting illustration of |up our sales of cords, slings and 


the product that will print up well | fittings. 


He himself is a topgrade 


on the paper stock of the publica- salesman, and has a fairly long 


tion in which the ad will appear. 


Pick out half a dozen sentences | 


(one for the heading) which de- 
ribe the product in use and what 
it means to the owner. Add a sen- 
tence or two giving sizes or special 
features. Avoid fine print that is 
hard to read. White space is an 
excellent frame which makes the 
ad stand out on the page. Big 
space isn’t necessary. 

Quote the price prominently. 

End up with attractive name 
plate featuring slogan, telephone 
number, and address.” 

And that’s that! 

HARVEY CREECH, 

Assistant Advertising Man- 

ager, E. L. Bruce Company, 

Memphis. 


wn 


~ 


| 2 eee, 
Chess Player Spots 
‘Impossible Situation’ 

To the Editor: When advertisers 
depict chess games, why don’t they 
get someone who knows the game 
to check their ads before publica- 
tion? 

The enclosed ad, from your 
March 10 issue, is a case in point. 


THE Aight COMBINATION / 


...TO DO A COMPREHENSIVE JOB ON THE 
“—=\._ COMPLETE MARKET FOR OFFICE EQUIPMENT, 
SUPPLIES AND STATIONERY 


4 


GRYER'S TOPICS—the first in the field with live news on merchandise ond merchandising, is 
the paper to which the dealer, who buys for resale looks forward early each month. Yeor 
1877. @ hos been the leader in the office equipment ond stationery Held 


ater year, since 


NEW YORK 1, ¥.Y. 
GFT AMD ART OUTER, SPORTS B64 ond lrode Owecteres 


260 FIFTH AVENUE 
ie prbhahers of TWH 


t pictures an utterly impossible 
situation in chess. The white king 
ould not be on a square covered 
by the black bishop, as shown, 
ince the king cannot remain “in 
heck” pending his opponent’s 
lext move. 
This ad was captioned “The 
tight Combination”—but the illus- 
ration hardly bore out that idea. 
ALLEN GLASSER, 
American Management As- 
sociation, New York. 
vwr 
Finds Key to Diplomacy 
To the Editor: I learned the 
ecret to social, economic and, per- 
aps, political success last night 
n “Information Please!” 
One of the commercials ran 
mething like this: “Far eastern 
ficials maintain respect and 
restige with their subordinates by 
sing Parker pens.” 
What a delightfully simple 
iethod for advancement for those 
f us who are impatiently trying 
by-pass our inferiors! Sport a 
‘arker and you'll have your asso- 
es bowing and scraping. You 
matically elevate yourself to 
embership in a new master race! 
’o Senators Bilbo, McKellar 
other advocates of white su- 
macy use this device too? 
neone should tell them about 
ker if they don’t already know! 
JOHN G. KNECHT, 
Evanston, Ill. 
v v v 


»p Grader’ Writes 
»out Salesmanship 


» the Editor: Enclosed please 
a booklet entitled, “Scratch- 


|and varied experience in this field. 
He describes the book as “a 
|friendly text with whimsical ill- 
ustrations, aimed at the practical 
side of selling and the simple 
truths of profitable dealings. 
ideal for distribution by sales 
managers to their salesmen and 
distributors.” 

I thought possibly this booklet 
would be of interest to people 
other than our own salesmen and 
some of our company’s close 
friends. 

ALBERT NERONI, 

Manager, Advertising Depart- 

ment, John A. Roebling’s Sons 

Company, Trenton, N. J. 


O. T. Fella Won't Mind 


To THE EDITOR: 


It is | 


| 
| 
| 
| 


| 
| 


| 
| 
| 


TAYLOR FELLA FROM Marcu 10 
EDITION ADVERTISING AGE FOR USE 
OUR HOUSE ORGAN. CREDIT LINE TO 
YOU. 
M. M. WriGurt, 
STITZEL WELLER DISTILLERY, 
Inc., LOUISVILLE. 


On the Job Since ‘32 


To the Editor: It just seems that | 


every issue of AA carries some- 
thing this writer takes issue with. 


WKN oy. , 
wut — 74 Adega Cope 
CRATE 


5319 THIRD AVE, N. « ST. PETERSBURG 6, FLA. 


Put the wastebasket in the safe! 


WOULD APPRE- For instance, Ad-libber talks about 
CIATE YOUR PERMISSION TO REPRINT | Gehl Bros. Mfg. Company, of West 
HUMOROUS LETTER TITLED STILL OLD | Bend, Wis., using a cute little gim- 


mick on its mailing pieces... well, 
tell them to take a squint at the 
envelope bearing this letter. 

In 1932 this writer coined that 
phrase and has used it on every 
piece of mail since that time. So 
my hat’s off to the Gehl Brothers, 
more power to them and I hope 
they get some real good from the 
idea. 

W. Bruce HAUGHTON, 

District Manager, Ohio Adver- 

tising Display Company, St. 

Petersburg, Fla. 

+ 9 


‘Piel's Radio Jingles | 


Call in the Empties | 


45 


schedule. These jingles hit the 
air waves on March 17, and will 
continue until there is a noticeable 
relief in the bottle shortage. 

I am writing to you about our 
plan because I know you are in- 
terested in newsworthy develop- 
ments in the brewing industry. I 
feel that our plan is news. 

WILLIAM N. BERECH, 

Sales Promotion Manager, Piel 

Bros., Brooklyn. 


Black Joins Bishop 


Robert C. Black, former adver- 


tising and public relations direc- 
tor for Earl C. Anthony, 


Inc., 


owner and operator of Station 


To the Editor: The bottle short- KFI, has joined the staff of Bishop 


age is no longer news. 

But a brewer devoting 10% of | 
his total radio time to stimulate | 
consumer cooperation in returning | 
empty bottles is news! That is 
what we are doing. 

At considerable expense we have 
produced two clever and original 
musical jingles which we are plac- 
ing on the air on all the radio sta- 
tions now on. our 


|& Associates, Los Angeles. 


advertising | 
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@ “You can’t use Book Matches to advertise quality items, 


high-priced items, intangibles, etc.”’, said 25.4% of adver- 


tising men contacted by our recent nationwide survey! 


And thus they proved, still further, that Book Matches 


are the most misunderstood of all media. 


But look at the facts. Look at these advertisers of 
quality items—Marshall Field & Co.—Peck & Peck— 
Hart, Schaffner & Marx—Society Brand Clothes—Botany 


Ties. 


Look at these advertisers of items that cost real 


money—Aeronca Aircraft—Baldwin Locomotives—Cater- 


pillar Tractor Co.—General Motors —Chrysler 
Corporation— Mack Trucks. And these adver- 


tisers of intangibles—U. 5S. Army—U. S. 


ee a ee  . - 


amend < Ml eh ‘ 


318 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


CANT 


Navy—U. S. Marines—Union Pacific R. R. All these 


and many more are using Diamond Book Match adver- 


tising with successful results. 


Diamond Book Matches sell all types of products and 


services to all types of prospects. They can fit into any 


media structure with important benefits to the advertiser. 


It is all a matter of knowing how to use them. 


That’s where the Diamond Book Match specialist comes 


in. Given the necessary facts about your problem, he can 


tell you when, where and how Diamond Book Matches can 


To: Diamond Match Co., Dept. A-103 
318 S. Michigan Ave., Chicago 4, Ill 


Please call on me at 
Nome...... 

Name of my company. . 
Position 


Address 


QO 
< 


o'clock, day 


be used to bring you results. He will be glad to 
call and discuss your problem thoroughly. Just 


fill out the coupon below and mail it today! 


aAtecckaeeaomnas to a Man-Sized Media Problem 


| would like more information about Diamond Book Match Advertising 


eoeeecs month. 
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Promotes Soybeans 
Victory Mills Ltd., Toronto, 
through F. H. Hayhurst Company, 
Toronto, has built a campaign 
around a 20-page booklet entitled, 


ST.<«3 3s SE bs 


MISSORRIS'S manner 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


“Farming With Soybeans,” in hopes 
of increasing soybean acreage in 
southwestern Ontario. Distribution 
of the booklet is supported by a 
series of four ads in a list of 35 
weeklies and dailies in the area. 


FC&B Appoints Winter 


Norman Winter, formerly na- 
tional director of public informa- 
tion for the American Cancer So- 
ciety, has joined the New York 
office of Foote, Cone & Belding as 
director of television and com- 
mercial motion pictures. 


Appoints Conway 

N. A. J. Conway Jr., formerly 
with Hathen Productions, film 
producer, has been appointed spe- 
cial representative of Display 
House, Philadelphia, designer and 
manufacturer of industrial ex- 
hibits. 


Fashion Stylist Named 

Norma Gilchrist, former Powers 
model, has joined Smith, Bull & 
McCreery as fashion stylist and 
consultant. 


Dunlop Promotes Levey 


L. E. Levey, formerly sales man- 
ager of the tire division of Dun- 
lop Tire & Rubber Goods Com- 
pany, Toronto, has been named 
general sales manager of the com- 
pany. 


Y&R Names McAndrews 


Robert J. McAndrews, formerly 
with National Broadcasting Com- 
pany, has been appointed sales 
promotion manager of Young & 
Rubicam, Hollywood, Cal. 


That’s an exceptionally high average 
when it comes to daytime listenership 
...and it’s even better when you know 
that this is an average figure for the 
15 radio stations of the Oregon-Wash- 


ington Radio Group. 


There’s a reason for such high listener- 
ship: Ordinary broadcasting originat- 
ing in the “metropolitan” centers of this vast area is un- 
able to penetrate those 12,000 to 14,000 foot mountain 
barriers of the Pacific Northwest. As a result, 194,210 
Radio Families are “by-passed” by broadcasts from these 
centers. These families turn to their local home-town 
stations for radio fare... are influenced by these stations 
in the spending of $555,703,000 dollars in retail channels. 
How then can you reach these people? 


There’s Only One Effective Way! 


That one way is through the local radio stations . . 
Oregon-Washington Radio Group. BMB figures show these stations are 
listened to by more than 74% of the available daytime audience . . 


The Pacific — 
Northwest's | 


. the 15 stations of the 


. better 


than 62% of the available nighttime audience within each home county... 
some rate in the high eighties and nineties! Here and here alone is the key 
to tapping this thriving Pacific Northwest Market of families with a Per Capita 


Effective Buying Income of $2,688.00... 


. highest in the nation! 


OREGON WASHINGTON 
KWIL (MDL) KORE (MDL) KXRO (MDL) KRKO (MDL) 
Albany Eugene Aberdeen Everett 
KAST (MDL) KFLW (ABC) KVOS (ABC) KWLK (MDL) 
Astoria Kilamoth Falls Bellingham Longview 
KBND (MDL) KRNR (MDL) KELA (MDL) KGY (MDL) 
Bend Roseburg Centralia Olympia 
KOOS (MDL) KSLM (MDL) KPQ (ABC) 

Coos Bay Salem Wenatchee 


Topographic 
map shows the 
15 stations of 
O-W-R-G, and how 
‘markets served by 
each are separated by 
mountains. Stations 
may be used as a 
group, singly, or in 
any combinction. 


DLM 
Don Lee Mutual 
Affiliate 


ABC 
American Broadcasting 
Company Affiliate 


For detailed information write or wire THE HOMER GRIFFITH COMPANY « New York « Chicago « Hollywood + San Francisco « Dalla: 


apr aos alle 7 ae 
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General Foods’ 
1946 Sales Hit 


Record $330 Million 


NEw Yorx—General Foods Cor. 
poration’s 1946 sales rose to $330,- 
897,107, an increase of 14.1% over 
1945’s $290,025,096, a record for 
the company. Earnings increased 
‘from $13,143,763 in 1945 to $18. 
147,515 in 1946. 

Further, General Foods’ earnings 
were piled up while the company 
was taking a $3,000,000 bite for 
| contingencies — a reconsidered 
/move, since the company did not 
make provision for contingencies 
in its 1945 report, and this year 
doubled the amount to make up 
|for its 1946 lapse. 
| In one of the company’s first 
|sessions for the press, Clarence 
'Francis, chairman of the board, 
talked frankly about the com- 
|pany’s position and future plans. 
Some of the highlights: 

Prices—‘In every major cate- 
|gory our products are priced be- 
‘low the market; if they were 
priced on a_ replacement basis, 
| prices would be much higher.” 


Reductions ‘Possible’ 


Price reductions—‘Possible, but 
| depending on the market; I think 
| fall wheat will be lower.” 

Competition—“I think the joy- 
ride is over; the curve of food sales 
/is now 20% higher than its normal 
relationship to consumer income 
As more products are available for 
purchase, the curve of food sales 
| will dip towards its normal rela- 
tionship—and that means competi- 
tion.” 

Consumer resistance — ‘We're 
feeling it. For 60% of our prod- 
ucts, 1947 sales so far are ahead 
in dollar volume but unit volume 
is about the same. We’re going t 
give our directors unit sales re- 
| ports as well as dollar figures.” 


Makes PR Study 


| Public relations —Mr. Francis 
revealed results of a survey made 
in Battle Creek, in which a repre- 
sentative cross-section of citizens, 
workers in General Foods, grocers 
and the public outside Battle Creek 
was polled for reaction to GF. On 
profits, 9% of the outside public, 
13% of Battle Creek citizens, 23% 
of employes and 33% of grocers 
placed the percentage accurately 
at less than 6% (5.7% in 1946). 
| However there was a large seg- 
ment having no opinion—36% of 
outside public, 49% of Battle 
Creek citizens, 29% employes, 30° 
of grocers. 

Expansion—Mr. Francis said GF 
would do no building this year no 
absolutely essential, since costs are 
prohibitive. 

Research and development—Gf 
spends $1,500,000 in research now, 
Mr. Francis said, and added that 
each division has new products 0 
tap, waiting only for packaging, 
machinery, etc. 

General Foods spent $19,000,000 
/in measurable advertising media 
|in 1946. Advertising expenditures 
'were slightly higher than profits 
General Food’s percentage ex- 
|penditure of advertising to sales 
|'was 5.8%, while profits were 5.7' 

of sales. 


Dry-Clime to Allied 


| Dry-Clime Lamp Corporatio, 

{Los Angeles, has named Allied A@- 
vertising Agencies to direct !* 
campaign, using parent and pal- 

|'ent-teacher magazines. 

| 


P ° es 
Klein Joins Livingston 

Ad Klein, former account e* 
ecutive of the Biow Company, 52 
| Francisco, has joined Leon Li 
'ingston Advertising Agency, 52 
Francisco, in a similar capacity. 
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DOUBLE-ACTION—The model points to a miniature of one of the 24-sheet 
posters in which she is appearing for the Southern California and Southern 
Counties Gas Companies. The poster features a color photograph, which made 


KAFFEE KLATSCH—Coffee ritual at Hannah Advertising Co., San Francisco, with the staff around the desk of the boss, the first use on the Pacific Coast of Eastman's new Ektachrome color film for 
Les Hannah (extreme right). They're drinking Nob Hill coffee, naturally, since the agency was recently named to handle lithography. Preston Duncan-Potts was the photographer, and McCann-Erickson, 
the account by Dwight Edwards Co., a Safeway Stores division. Los Angeles, is the agency. 
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ADVERTISING PROCEDURE—Talking it over are (seated) Otto Kleppner, 
head of the New York agency bearing his name; James Young, J. Walter 
Thompson Co., retiring chairman of the Advertising Council; and (standing) 
Ralph Starr Butler, General Foods vice-president and 1946 prize-winner of the 
gold medal for outstanding contribution to advertising, and Elon G. Borton, 
president of the AFA. The four are shown at a luncheon given by Prentice- 
Hall, publisher, in honor of Mr. Kleppner, whose book, "Advertising Procedure,” 
has just gone into its 27th printing. 


EREAL TRAY FEATURES CUT-OUTS—General Mills’ Betty Crocker Cereal 

ay, introduced on the West Coast (AA, March 10), amounts to an over-the- 

unter premium consisting of a ‘Model City" ready to cut out. With each 

purchase of a Cereal Tray, a child receives one city block, and the complete 

+, composed of six city blocks, autos, fences, signboards, etc., contains 200 
pieces. 
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GRAND PRIZE WINNER—The package shown here in three stages from shipping container to display unit was judged 

grand prize winner in the 1947 box competition sponsored by the Folding Paper Box Association of America, which held its 

annual meeting in Chicago March 25-27. The container was made by Michigan Carton Co., Battle Creek, for Schalk Chem- 
ical Co., Chicago. 


STA JUDGES PICK WINNERS—Judges of the Society of Typographic Arts’ 20th annual Exhibition of Design in Chicago 

Printing are, left to right: Rainey Bennett, designer and painter; Albert Kner, director of the design laboratory, Container 

Corp. of America, and John Willmarth, vice-president and art director of Earle Ludgin & Co. The 15 award winners and 166 
other entries are being shown at the Art Institute of Chicago through April 27. 
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Marketing Knowledge Is Still Far 
Ahead of Performance 
By G. D. Crain Jr. 


At a recent business meeting, 
at which some up-to-date infor- 
mation regarding changes in popu- 
lation, consumer buying power and 
other basic economic factors was | 
presented, an executive of a well- | 


knowledge familiar to the “profes- 
sionals” in the field of advertising | 
| and distribution but still relatively 
unknown to many business execu- | 
tives, in spite of the large number | 
known cosmetics company ap-| 0! Sources of this kind of informa-_| 
proached the speaker to find out tion available through business 
where he could obtain detailed | P@Pers, trade associations and the 
statistics about the present dis- 80vernment. 
tribution of population. It takes a lot of circulation of | 
“We are still basing our sales| basic facts to get them across to| 
quotas on 1940 census figures,” he|the majority of the people, even | 
explained. “There must be some-| when the subject is business and 
thing cock-eyed in the situation, | the potential audience is business 
because the Pacific Coast is run-| executives. Business publications 
ning *way ahead of quota and | and many periodicals of genera, | 
some other territories are just as/| circulation provide important facts | 
far down. We know we ought to|for the consumption of business | 
do something to correct this situa- | executives, and trade associations | 
tion.” hold numerous meetings for their | 
The speaker, who is the research | education, but still there are a) 
director of a well-known adver- lot of people who are uninformed | 
tising agency, referred him to a/on some pretty basic-situations. 
number of sources, including the, Editors and advertisers have 
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TIME 
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QUIZ Schon 


Here are the answers to the KELTON WATCH QUIZ on page 90 
When you actuolly hove a Kelton on your wrist, you'll be all the more 
emozed that such truly fine workmanship con be yours at such low prices 


ae 


- Te Uneren Staves Tove CORPORATION — oturnatisna! Biig., Rocketelior Center, New Yori 


Bureau of the Census. He might| found out that you have to keep) GUESSING GAME—U. S. Time Corp. used a full page in Life to show its watches, without price, noting merely that the 
have included the Market Data| hammering away at the same idea | answers would be found on “a following page.’ The insertion at right, four pages later, ran in quarter-page space. Dorland 
International-Pettingell & Fenton is the agency. 


Book, published by Advertising| for a long time if you expect it) 
Publications, Inc., which supplies | to “take,” in the sense of being 
county breakdowns showing 1943| generally understood, accepted, | 
figures. 'and, most important of all, ap-| 

This incident struck me as sig- | plied in a practical and effective | 
nificant of the fact that there is| manner to current business prob- | 
a vast amount of marketing | lems. | 
torical background of each of the | 
21 states in which it has mining | 
and manufacturing operations. 

The copy, to appear in Business | 
Week, Fortune, Newsweek, metro- | 
politan newspapers and financial | 
publications, will stress the part | 
each state plays in producing ma- | 
terials for International “which | 
provide greater health, comfort 
and convenience for the people of 
ax world.” 


International Plugs 


States’ Advantages 


In a campaign “to help main- 
tain the good will of the communi- 
ties where it does business,” In- 
ternational Minerals & Chemicals 
Corporation, Chicago, has launched 
a series of advertisements dealing 
with the scenic, cultural and his- 


Joins U. S. News | 
Ralph Bauman, formerly with | 
Albert Frank-Guenther Law, New 
York, has joined the promotion | 
lepartment of the United States | 
Vews and World Report, New | 
York. 


7 DIE 
/ CUTTING 


| STEEL RULE DIES 


Write, wire or phone 


. ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 


Gets Toy Account | 


Ace Toy Mfg. Company, New 
| York, maker of stuffed toys, has | 
| placed its advertising with Adair | 
|& Director, New York. Trade pub- 
lications, magazines and direct 
‘mail will be used. 


GRAP — 


THE FINEST POSSIBLE 
REPRODUCTION 
ON YOUR 24 SHEET POSTERS 
BY SILK SCREEN 


~ COLOR REPRODUCTION CORI! 
MILWAUKEE 2, WISCONS! 


Spiegel Report 
Stresses Greater 
Buyer Resistance 


Cuicaco—Growing customer re- 
sistance to rising prices is causing 
a decline in unit demand, and is 
already affecting dollar volume 
adversely in many lines, Modie J. 
Spiegel Jr., president and general 
manager of Spiegel, Inc., has re- 
ported to stockholders. 

Although sales for the first quar- 
ter of 1947 have been higher than 
for the same period last year, 
there are many indications that 
this trend will not continue, the 
mail order company’s president 
said. 

The annual report shows 1946 
net sales totaling $110,577,606, or 
56.7% over the $70,553,730 sales in 
1945. Net earnings last year were 
$2,834,223, compared with $1,- 
152,777 in 1945. Last year Spiegel 
added four new retail home fur- 
nishings stores, added a fifth 


Spiegel “Store for the Home” in 


Chicago, and acquired the J&R 


dling automotive, hardware, sports | 


land toy lines. A new Chicago cen- | 


tral retail store will be opened |} 
next summer. 


Expand Credit Services 


‘Su per Projector 
Helps ‘Life’ Get 
Wide View of U.S 


| Eastman Kodak exhibit at the 
Motor Supply Company, a mid-}New York World’s Fair. However, 
'western chain of 55 stores han-| 


| 


| Jefferson 
*| May 16-17. Don McKay, advertis- 


AMA Meets in May 


The spring meeting of the In- 


| terstate Advertising Managers As- 


the 
City, 


sociation will be held at 
Hotel, Atlantic 


New York—Life has looked at/| ing manager of the Times, Chester, 


postwar America in a new big way 
—and found it big and booming. 
At Hotel Pierre in New York, on 
a five-panel screen nearly 41 feet 
wide, Life showed advertisers and 
agency executives recently the 
findings of 12,000 miles of travel. 
The 127 slide-film sequences, 
with comment by Westbrook Van 
Voorhis, voice of the “March of 
Time,” are presented as “The New 
America,” to dramatize the nation’s | 
changes since before Pearl Harbor. 
Sydney C. Hahner, art director 
of Life’s promotion department, 
led the group in chartered plane 
and car which “rediscovered” 
America. Joe Alger wrote the 
script. The projector developed 
for it is called the “Weverama,” | 
after Life promotion director 
George Weaver. The entire show 
was 11 months in the making. 


New Projection Technique 


“The New America” projection 
technique had its beginning at the 


the Eastman projectors, invented | 
by Fred Waller, weighed 1,100. 
pounds each and were set in con- 
crete. Mr. Waller’s assignment 
from Life was to make the projec- | 
tors portable and then to operate | 


them by push-button in the hand | 


Many lines of consumer goods 
were in short supply, which kept 
inventories low during the greater 
part of 1946, ‘and caused a high 
percentage of unfilled mail orders, 
with resultant loss of profit and 
good-will,” Mr. Spiegel declared. 
With supplies more plentiful, nor- 
mal merchandise turnover is now 
in effect, he said. 

Noting a “pronounced” increase 
in use of consumer credit, Mr. 
Spiegel said that “aggressive credit 
selling will be intensified in the 


mail order division, and credit 
services will be expanded in re- 
tail stores, to capitalize on the 


Spiegel background of broad credit 
experience.” 

Before the war the company 
was almost exclusively a mail 
order company doing most of its 
business on credit terms. 


Impervo Signs Return 

Arvey Corporation, Jersey City 
and Chicago, has reintroduced its 
Impervo weatherproofed cardboard 
outdoor displays, said to resist rain 
and snow indefinitely. 


of Narrator Van Voorhis. 
Mr. Hahner and his crew trav- | 


_eled from the Maine woods to the | 


Louisiana bayous. They climbed | 
Washington’s Mt. Rainier and Ari- | 
zona’s Boulder Dam. They held) 
the Santa Fe’s Super Chief for | 
three impatient minutes in the! 
Raton Pass on the Colorado-New | 


Mexico border and took 45 shots| | 


from three cameras. 


In the past eight years, says Life, | | 
the national market has grown by | 
10,000,000 people; the proportion | | 


of families with incomes of more | 
than $2,000 has doubled from 33% 

to about 65%; and since the war | 
10,000,000 new jobs have been 

filled. 


Cooter Names Hollander 


Charles E. Hollander, formerly 
assistant sales promotion manager 
of Sunkist, has been named adver- 
tising and sales promotion man- 
ager of the Cooter Company, Chi- 
cago, and Grocer’s Digest, 
lished by Cooter. He succeeds Hal 
Ranck, who has joined The Amer- 
ican Weekly. 


|Pa., is president of the group. 


‘Wettstein Adds Office 


Bob Wettstein, publishers’ rep- 
resentative, Los Angeles, will open 
an office April 1 at 681 Market St., 
San Francisco 5. Gerald F. Nowell, 
recently discharged from the 
Army, has been appointed man- 
ager. 


Offers Scholarship 


The Advertising Club of Des 
Moines is offering a $500 scholar- 
ship to the college of commerce, 
Drake University. Only students 
in the upper scholastic half of a 
Des Moines high school graduating 
class and those who are active in 


extra-curricular activities are 
eligible. 
Gets Hotel Account 


Marcel Schulhoff & Co., New 
York, has been appointed to direct 
the advertising of Hotel Marti- 
nique, Miami Beach, effective 
April 15. Newspapers, magazines 
and outdoor advertising will be 
used. 


To Comstock, Duffes 


O-Cel-O, Inc., maker of cellu- 
lose sponge products, has placed 
its advertising with Comstock, 
Duffes & Co., Buffalo. Trade pub- 
lications, magazines and news- 
papers will be used. 
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Parents’ ’ Struck 


a Office Guild 
Seeks Recognition 


Union Lost Earlier 
NLRB Vote, Charges 


Coercive Tactics 


New YorK — Parents’ Institute, 
ublisher of a dozen magazines, 
vas hit by a strike last week as 
25 employes in its editorial, 
tencil and shipping departments 
valked out, asking union security 
Ind a 20% pay increase. 


The employes, members of) 
Local 18, Book and Magazine | 
uild, United Office and Profes- 
ional Workers, went on strike | 
fonday, following the failure of 
he New York State Mediation 
Board to bring about an agree- 
nent. George J. Hecht, president | 
f the Institute, told newsmen that | 
only one-third of the employes | 
re affected and the company will | 
ontinue to operate normally.” 
Mr. Hecht pointed out that the | 
nion failed to win a majority 
an NLRB election held March 
Ss by a 253 to 213 vote, and that 
he union had failed to win a 
imilar election in 1944. Parents’ 
fagazine is the first magazine hit | 
y a UOPWA strike. The union 
las contracts with Readers’ Scope 
ind Saturday Review of Litera-| 
ure. | 
The union has protested the 
plection to NLRB, charging that, 
he management held compulsory | 
neetings at which its views were 
resented without opportunity for 
uestions or rebuttal. It also al-| 
eges that the management 
hreatened the employes with loss | 
if the 35-hour week and said no 
ay increases would be granted 
f the union won the election. 


Protested ’44 Election 


Mr. Hecht pointed out in his 
tatement ‘that the union also) 
rotested the 1944 election, but 
ubsequently withdrew the re- 
huest. 
The union buttresses its claim | 
y citing a memorandum ad- 
lressed to Mr. Hecht and to, 
JOPWA by five of the company’s 
ditors: 

“As heads of departments, we 
lave carefully refrained from 
aking part in current union or 
nti-union activity. We _ § feel, 
lowever, that we must go on 
ecord as opposing tactics that) 
onfuse the issues. With Mr.) 
echt, we believe in unions. We. 
urther believe the only basis of | 
ree election at Parents’ should be 
whether the majority of employes 
vish to be represented by (the 
JOPWA unit) accusations | 
ased on such discredited sources 
s the Committee on Un-Ameri- 
an Activities . . . can only be-| 
loud the issue. We protest name- | 
alling, personal attacks, charges | 
hat staff members are paid agi-| 
ators. Good employe - manage- | 
nent relations depend on mutual 
rust and respect whether 
here is or is not a union contract. 
fe deplore the bitterness that 
las developed. We urge that the 
est of the campaign be limited | 
0 discussion of the fundamental 
ssues actually involved.” 


Publications on Schedule 
[he memorandum was signed 
y Clara Savage Littledale, vice- 
resident of the company and 
litor of Parents’; Frances Ull- 
editor, Calling All Girls; 
hOraham Schwartzman, = super- 
r-editor, comics and_ boys’ 
gazines; Sallie Sewell, editor, | 
ly Pigtails, and Jerry Tax, 
“itor of Varsity, a new publica- 


tion. 
These editors, as executives, 
were ineligible for membership 


in the union. The UOPWA said 


last week that none of them had | 


crossed its picket lines, and the 
company confirmed that none of 
the five was in the office. 
However, the company empha- 
sized that 
coming out on schedule, although 
it is working with a smaller staff, 


having replaced none of the 
strikers. 
By mid-week, some of the 


strikers were back on the job. 


The promotion department lacked | 
| continue until the company signed 


12 
and 
seven 


only four members, where 
were missing on Monday, 
only three of the _ top 

editors on Parents’ were out. The 
picket line still flanked three 
sides of the company’s building, 
and strikers chanted gaily as they 


picketed. 

In a_ second statement, Mr. 
Hecht said all jobs would be held 
for strikers. 


Following its failure to win the 


its publications were | 


election, 
recognition of the five depart- 
ments out of 32 in which it held 
clear majorities—notably editorial 
(where the union claims 100% 
representation). This the man- 
agement declined to grant, on the 
ground that it was awaiting the 
NLRB decision on the election. 


NLRB officials here told reporters 
| they were expediting the Parents’ 
case, but did not know when it! 
| would be decided. 


Both sides were emphatic on 


the subject of negotiations. There | 
|/are none in progress. A UOPWA 


spokesman said the strike would 


the union had sought 


D-F-S Promotes Beirn 


| F. Kenneth Beirn has been ap- 
pointed executive manager of the 


New York office of Dancer-Fitz- | 
gerald-Sample, in addition to his | 


regular duties as account execu- 
|tive. Mr. 


| Advertising, where he was ex- 
| ecutive vice-president. 


| 


Frisco Names Moseley 


Seth H. Moseley, formerly di- | 


rector of public relations confer- 
ences for the National Association 
of Manufacturers, has joined the 
St. Louis-San Francisco Railway 
Company (Frisco Lines), St. 


Beirn rejoined D-F-S | 
in July, 1945, after leaving Grant | 


49 
'Vello Appoints Norris 


| Gordon V. Norris, formerly 
| with Station WEEI, Boston, has 
been named _ vice-president in 
charge of sales of Vello Products, 
| Lyndonville, Vt., maker of Vello 
suntan lotion and cream. Plans 
are being made for an ad cam- 
|paign throughout the New Eng- 
'land and upper New York State 
jarea this spring and summer, 
'using metropolitan newspapers, 
_ outdoor posters and spot radio. 


| 


| Promotes Johnston 


H. A. Johnston, formerly sales 
manager of the Marlin-Rockwell 
Corporation, Jamestown, N. Y., 


| Louis, as assistant to the presi- | manufacturer of M-R-C bearings, 


a contract; company spokesmen dent, in charge of public relations,| has been appointed vice-president 


said no negotiations of any kind 


would take place until NLRB | 
moves. 


Willson Advanced 


Arthur F. Willson, for the past 
13 years an account executive of 


Erwin, Wasey & Co., New York, | 
| 


has been elected a vice-president 
of the agency. 


publicity and advertising. 


|and sales manager. 


VEYPOGRARHY 


we have what it takes... type faces 
second to none...expert craftsmen 


typography efficiently produced for 


the letterpress and offset processes. 
Advertisements « Brochures « Catalogs « Publications 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 
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of fashion, 


| ? typical of the 


needing more things 
at once than she 

ever will again, 

she looks for guidance 
to the one magazine 


that’s edited exclusively s 


Smart retailers know 


that if it’s in 


MADEMOISELLE, she wants it. 
And what she chooses, 


other women want. 


Sell the smart young women Wa 


\MADEMOISELLE 


What's going to decide 

j this young woman’s choice 

of the furniture and household 
appointments she'll live with ° 
the rest of her life? 
MADEMOISELLE tips 

the scales in your favor. 


She’s a young woman 


hundreds of thousands of 

| MADEMOISELLE readers 
aged 18 to 30. 

| Furnishing her first home, 


for her interests. 
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The magazine for smart young women 
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Bendix Appliances 


Reveals Plans for 
$1,000,000 Drive 


SoutH BeEnp, Inp.—Expenditures 
for newspaper advertising this 
spring in the cooperative program 
for Bendix Home Appliances, Inc., 
its 79 distributors and more than 
8,000 dealers will aggregate $1,- 
000,000, it was disclosed here 
Tuesday at the first of six factory- 
sponsored advertising conferences 
with distributor admen. 

Newspapers will be the funda- 
mental local medium in the com- 
pany’s appliance advertising— 
Walter J. Daily, advertising and 
sales promotion director, told dis- 

tributor advertising men from 
New York, Chicago, Los Angeles, 
San Francisco, Philadelphia, New- 
ark, Detroit, Toledo, Boston, Pitts- 
burgh, Washington and Baltimore. 

Soon to be launched, in addi- 
tion to advertisements currently 
appearing on the Bendix auto- 
matic washer, is a series of large 


F OFFICES IW 
PITTSBURGH AND NEW YORK 


prietcsncw rd ads announcing the 
company’s two new products, the 
Bendix automatic ironer and the 
| Bendix automatic clothes dryer. 

| Forty-eight of the distributor- 
| Ships have their major newspaper 
|campaigns on the Bendix washer 
|under way and the remainder will 
swing into action quickly. 


Dealers Pay Half 


In the strictly factory-controlled 
“Co-op” program, Bendix dealers 
pay half the cost of advertising in 
newspapers and other approved 
media. The rest is borne equally 
by the manufacturer and dis- 
tributors. 

Mr. Daily estimated that more 
than 25,000 newspaper mats will 
be used in the spring campaign. 
He stressed that advertising man- 
agers were advised to supplement 
newspaper advertising with out- 
door advertising space, radio spot 
announcements and the company’s 
Hollywood-made spot movies for 
use in neighborhood theaters. 

Wherever television is avail- 
able, he urged conferees to use it 
in advertising the company’s 
highly-demonstrable products. He 
predicted a bright future for tele- 
vision as an advertising medium. 

Details of the national magazine 
advertising program, involving an 
expenditure of $485,000 dur- 
ing the first six months of 1947, 
were presented. Attention was 
called to the more competitive 


l|ance in this medium. Theme of 
‘these ads is freedom from work 
| that comes to owners of the Ben- 
| dix automatic washer, with em- 
|phasis on the thorough but gentle 
| washing action, the economy of 
/soap and hot water, and the effec- 
| tiveness of triple rinsing in luke- 
, warm clear water. 


Pall Mall Starts 


New Radio Series 

The American Cigaret & Cigar 
Company has introduced a new 
| radio series, “The Big Story,” 
| plugging Pall Mall cigarets. The 
| program replaces the Frank Mor- 
'gan show on NBC, Wednesdays, 
| 10-10:30 p.m., EST. 

Each week the series’ will 
dramatize the life of a working 
/newspaper man, and present him 
| with a $500 award for outstanding 
| service to journalism. The agency 
lis Foote, Cone & Belding. 


WAN 


CLEVELAND'S 


richest market. 


ONALLY 


TED! 


CLEVELAND'S CHIEF STATION is wanted by smart adver- 
tisers. Why? Because, for many months WJW has stolen 
the morning Hooper in Cleveland! 

Now—WJW's afternoon performance warrants great atten- 
tion. The day-long captivation of more dialers per dollar 
than any other Cleveland station intensifies the advertiser's 
demand for WJW and the capture of large profits in Ohio's 


STATION 


" 850 KC 
5000 Watts 


BY HEADL 


Total U. S. 


Surplus Income for Discretionary 


Net Savings of Individuals 


Average Per Family 


Less personal taxes 
Disposable Income 

Basic Living Costs to 

Maintain 1940 Standard 
of Living* 
Surplus Income for Dis- 
cretionary Spending or 
Saving 


i941 Basic Living Costs have been 


Total income payments (billions). . 
Less personal taxes (billions)... . 


Total Disposable Income (billions) 
Basic Living Costs to Maintain 1940 
Standard of Living* (billions) 


Spending or Saving (billions)... 


Net Balance for Discretionary Spending 


Estimated Number of Families (000) 34,400 
Per Family-Total Money Income. 


e+e eww ew nene 
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How Consumer Purchasing Power 


Has Increased Since 1940 


A Tabulation Prepared by Arno H. Johnson, Vice-President and 
Director of Media and Research, J. Walter Thompson Company 


1947 Per Cent 
(Ist Increase 


Quarter 1947 

Prewar Annual Over 
1939 1940 Rate) 1940 
$70.8 $76.2 $176.0 131 
3.1 3.3 19.0 476 
$67.7 $72.9 $157.0 115 
39.1 40.0 68.0 70 
28.6 32.9 89.0 171 
7.5 19.0 153 

25.4 70.0 176 

34,949 38,575+ 10 

.$2,058 $2,180 $4,563 109 
: 90 94 493 425 
.$1,968 $2,086 $4,070 95 
. 1,136 1,145 1,752 53 
.$ 832 $ 941 $2,318 146 


*Basic Living Costs for food, housing (including fuel, light and refriger- 
ation), household operation and clothing as reported in Bureau of Labor 
Statistics Bulletin No, 822 for the year 1941. 


On a per family basis the 
adjusted for 1939, 1940 and 1947 in 


accordance with the Consumers Price Index (formerly Cost of Living 
Index) of the U. S. Department of Labor. 


This index was at 99.4 in 1939, 


| 100.2 in 1940, 105.2 in 1941 and 153 in the first quarter of 1947. Thus, the 


type of copy making its appear-| per family Basic Living Costs show for each year what the average family 


would have to spend to maintain its Basic Standard of Living at the level 


lit had in 1940. 
+As of Jan. 1, 1947. 


Kearney & Trecker 


Schedules New 
Production Series 


_ Mitwaukee—Kearney & Trecker 
| Corporation, machine tool manu- 
| facturer, which has just wound up 
more than a year of institutional 
j}advertising on the theme, “We 
|must produce more,” will break a 
|new campaign in national maga- 
'zines and financial papers during 
| April. 
| A firm believer in the theory 
‘that advertising is more than a 
|selling tool, the company will 
start its new series with an ad 
headlined: “New machines: Amer- 
ica’s curse or blessing?” The 
series will continue the produc- 
tion story with a new slant in 
April issues of Business Week, 
Chicago Journal of Commerce, 
Fortune, Newsweek, New York 
Journal of Commerce & Commer- 
cial and Wall Street Journal. The 
ad stresses that new machines 
mean greater production, lower 
— and higher wages. 

Linked to the theme of the 


'social significance of the machine 
| tool will be an emphasis on replac- 
| ing obsolete machines more 
|quickly. A booklet, “New Profits 
| Through Sensible Depreciation,” is 
| being prepared for distribution. It 
| will present the views of Joseph 
IL. Trecker, executive vice-presi- 
|dent of the company, who urges 
| industry to replace old machines 
| with cost-cutting new machines in 
from seven to 10 years instead of 
the customary 20 years. 

| Klau-Van Pietersom-Dunlap As- 
sociates is the agency. 


Atlas Names Jensen 

Julius R. Jensen, formerly di- 
rector of sales of the monopoly 
states division of the D. J. Bielzoff 
Products Company, Chicago, has 
been appointed account executive 
for the Iowa district of the Atlas 
Advertising Agency, Chicago. He 
will make his headquarters at 526 
Royal Union building, Des Moines. 


'Gets Yarn Account 
Forrest Yarn Company, Phila- 
| delphia, has appointed Abner J. 
|Gelula & Associates, Philadelphia, 
|to hc .dle its advertising. News- 
|}papers and magazines will be 
used. 


Bourjois Launches 
New Face Powder 
via Record Drive 


New YorK—Bourjois, Inc., has 
scheduled 19 national magazines 
and 52 newspapers in 36 cities to 
introduce a new Evening in Paris 
face powder, ‘2-0-8.” 

The powder derives its name, 
the cosmetic company explains, 
as a result of a “modern miracle 
of jet-propulsion (which) infuses 
every tiny powder particle with 
color and perfume at the rate of 
2.08 miles a minute!” 

A series of four-color adver- 
tisements will run in Cosmopoli- 
tan, Good Housekeeping, Ladies’ 
Home Journal, Life, McCall’s, Mo- 
tion Picture, Movie Show, Movie 
Story, Photoplay, Radio Mirror, 
Redbook, Screenland, Silver 
Screen, True Confessions, True 
Experiences, True Love & Ro- 
mances, True Story and Woman’s 
Home Companion. 

Full - page tabloid - size adver- 
tisements, followed by smaller 
space copy, will introduce the 
new face powder in newspapers. 

Selling points to be featured in 
introductory copy are: (1) clear- 


base box; (2) true, moisture-re- 
sistant color; (3) truer, intensi- 
fied scent; (4)  long-clinging, 


vitalized texture, and (5) the 
new, exclusive “2-0-8” process. 

The powder will retail at $1 
per box, plus tax. Foote, Cone & 
Belding is the agency. 


Radio Stations Honor 
Atlantic Refining 

More than 100 radio stations 
will present an award to Atlantic 
Refining Company, April 21, at a 
banquet in the Warwick Hotel, 
Philadelphia, for “maintaining a 
high standard of broadcasting.” 

In the past 11 years, Atlantic 
has sponsored over 12,000 sports 
broadcasts, thus providing enter- 
tainment of high standard and 
wholesome juvenile’ entertain- 
ment, says the stations’ testi- 
monial. N. W. Ayer & Son handles 
| Atlantic’s sportcasts. 


Joins Four A’‘s 
Bob Pendergast, Advertising, 
St. Paul, has joined the American 


Association of Advertising Agen- 
| cies. 
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N. Y. City College 
Names Winners 
of Radio Awards 


New YorKk—The College of the 
City of New York last week ap. 
nounced winners of its nationa] 
radio awards contest for 1946, the 
third such contest sponsored by 
the school. 

Stations, networks, advertising 
agencies, sponsors and program 
producers submitted several hun- 
dred entries which were judged 
according to class. In addition to 
22 regular awards of merit and 
12 honorable mentions, the judging 
committee awarded five special 
plaques for outstanding achieve. 
ment in radio programming and 
promotion. 

Kenyon & Eckhardt, New York 
advertising agency, received a 
plaque for promotion of the Bor- 
den audience participation show, 
“County Fair,” on CBS. 

Station KGFJ, Los Angeles, won 
a plaque for outstanding public 
service programs among 250-watt 
stations. 

Station WFIL, Philadelphia, in 
the 500-1,000-watt class, was hon- 
ored for the effectiveness of its 
promotion of the Louis-Conn fight. 

The American Broadcasting 
Company won a plaque for its 
promotion of the Philco Bing 
Crosby series. 

Station WLW, Cincinnati, 50,000 
watts, received a plaque for over- 
all station promotion. 

The judges’ committee consisted 
of Dr. John Gray Peatman, asso- 
ciate dean of liberal arts and 
sciences at CCNY, as chairman, 
and seven New York editors: 
Lawrence M. Hughes, executive 
editor of ADVERTISING AGE; Paul 
Ackerman, radio editor of Bill-§ 
board; Victor Dallaire, radio editor 
of Printers’ Ink; E. W. Davidson, 
director of customer relations, 
Sales Management; Joe Koehler, 
editor of Sponsor; Bruce Robert- 
son, senior associate editor of 
Broadcasting; and M. H. Shapiro, 
managing editor of Radio Daily. 


United-Carr Buys 
Section of Scovill 


United-Carr Fastener Company, 
Hamilton, Ont., has purchased the 
cosmetic container division of 
Scovill Mfg. Company, Water- 
bury, Conn. Herbert A. Roden 
has been named general manager 
of the new division, with A. C. 
Morgan as sales manager. A new 
plant has been purchased in Oak- 
ville, Ont., for manufacturing op- 
erations. 

Other United-Carr appoint- 
ments are Robert M. Healey, who 
has been transferred from the To- 
ronto office to become sales man- 
ager of the general products divi- 
sion, and J. R. Johnston, who 
has been transferred from Mon- 
treal as sales manager of the 
slide fastener division. 


Neifeld Will Head AMA 
Consumer Credit Unit 


The American Marketing Ass0- 
ciation has formed a_ national 
‘committee on consumer credit, 
‘with M. R. Neifeld, Beneficial 
|Management Corporation, New- 
ark, as chairman. Mr. Neifeld, 45 
president of the New Jersey chap- 
ter of the AMA, conducted 2 
regional convention held on the 
subject of consumer credit las! 
| December. 


Two Appoint Sykes . 

Little America Frozen Foods, 
Inc., Pittsburgh, and _  Titefle%, 
Inc., Newark, have appointe 
Sykes Advertising, Pittsburgh, 
handle their advertising. 


Davol Promotes Little 


Robert B. Little, formerly sale 
manager of Davol Rubber Com: 
pany, Providence, R. I., manufac 
turer of hospital and _ surgic# 
rubber goods, has been namée@ 
vice-president in charge of salé 
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DEMONSTRATION—J. H. Lucas, sales 
manager (left), and L. R. d'Assalenaux 
lll, vice-president of Plas-Tex Corp., 
Los Angeles, point out to an interested 
housewife the advantages of the plastic 
shopping reminder, "Mark-It Memo," 
which lists pried by brand name. 


‘Mark-It Memo’ 
Makes It Easy to 
Buy Right Brands 


West Coast Firm 
to Market Plastic 
Shopping Reminders 


Los ANGELES—The Mark - It 


Memo, proclaimed by its maker 
“the missing link of advertising,” 
will make its bow to housewives— 
and the world of advertising and 
merchandising—this fall, accord- 
ing to L. R. d’Assalenaux III, 
vice-president of Plas-Tex Cor- 
poration. 

The device is an ivory-colored 
plastic shopping reminder to be 
hung on kitchen walls, listing 156 
products by brand name. When 
Mrs. Housewife sees an advertise- 
ment in a newspaper or magazine, 
or hears a product’s merits ex- 
tolled over the air, Plas-Tex ex- 
pects her to step into the kitchen 
and make a check mark after the 
proper product listing. Then when 
she goes on her next shopping 
tour, she takes the shopping list 
along and asks exactly for what 
she wants. 

Plas-Tex contends that “untold 
fortunes” are lost or dissipated 
every year in advertising because 
America’s homemakers forget 


what they intended to buy by the | 


time they reach the store. 
Brochure Sent Out 


“Before we became too excited 
about the Mark-It Memo,” Mr. 
d’Assalenaux told ADVERTISING 
AcE, “we did a lot of thinking, 
planning, experimenting and re- 
search. We felt sincerely that we 
had something which food manu- 
facturers particularly would want, 
but the only way to make sure 
was to ask them. So we mailed 
a brochure to the top executives of 
the food and advertising businesses 
outlining the story, 


and asked 


them to return an enclosed card | 


if they were interested.” 


The brochure included sample | 


detachable sheets listing 


food | 


products from Libby’s apple but- | 


ter to Fleischmann’s yeast, 
household 
ammonia to Windex window 
leaner. 


lan) 


One hundred and eighty cards| 


ind personal letters were returned 
to Plas-Tex as a result of the 


and | 
items from Parson’s | 


mailing, and this encouraging re- | 


turn enabled J. H. Lucas, sales 


anager, to proceed with market- 


2 plans. 


Plas-Tex is getting set for dis- 


ibution of the first block of 
50,000 Mark-It Memos in south- 
n California homes. A printing 


no 


Company has been engaged to pro-. 


vide the pads of 100 sheets to fill 
each memo. Smith, Bull & Mc- 
Creary, Hollywood agency, has 
been named to handle the promo- 
tion. 

The Mark-It Memo is to be dis- 
tributed to homes for a 25-cent 
delivery charge, although it costs 
$1.25 to manufacture and would 
retail for $5, according to the 
company. 


Promotion Is Planned 


An extensive radio campaign, 
plus newspaper space and house- 
to-house delivery by bonded mes- 
sengers, will be used to perfect 
distribution of the device. House- 
wives will be told that the leading 
food and household product manu- 
facturers are sponsoring the dis- 
tribution of Mark-It Memos in 
order to feature branded products 
of known quality and offset the 
claims for ‘“just-as-good” mer- 
chandise. 

Names of manufacturers con- 
tracting for Mark-It Memo space 
on exclusive yearly contracts will 


be included in Plas-Tex’s own 
newspaper advertising and on its 
daily radio show. Housewives will 
be asked not only to send in 25 
cents for one of these “memory- 
saving” kitchen devices, but to 
ask for and get the products listed 
on the Mark-It Memo’s sheets. 

The company appeals to adver- 
tisers with either national or ter- 
ritorial distribution. Its first cover- 
age is to be in the Pacific Coast 
area, with the Midwest, East and 
South to be covered in progres- 
sive steps. Regional offices are to 
be established. 

According to the brochure, cost 
of the Mark-It Memo is only 
1/20th of a cent per family for 
100 kitchen-visual impressions, 
with guaranteed circulation 
audited by a nationally-accredited 
company. The medium is to be 
sold only in blocks of 250,000 
units, each repeating the product 
name 100 times. Only one product 
of a kind is advertised, and fran- 
chises will be made available on 
an exclusive yearly contract basis. 


Names Cooper & Crowe 


Eimco Corporation, manufac- 
turer of underground rock loading 
machines, and two _ subsidiaries, 
Structural Steel & Forge Com- 


Cooper & Crowe, Salt Lake City, 
to handle national advertising. 
Banquet Better Foods Company 
(butter and cheese) has appointed 
the agency for intermountain area 
advertising. 


Forms Own Agency 
John F. Whitehead, formerly 


office of Potts-Turnbull Advertis- 
ing Company, has opened his own 
agency, John F. Whitehead & As- 
sociates, Los Angeles. 


pany and American Foundry &| 
Machine Company, have appointed 


manager of the western division | 
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Damrosch Leaves Radio 


After 20 years with National 
| Broadcasting Company, Walter 
Damrosch, conductor, composer 
and educator, will retire April 1, 
Niles Trammell, NBC president, 
announced last week. Mr. Dam- 
rosch started the “NBC Music Ap- 
preciation Hour,” which was car- 
ried by the net for 14 years. In 
1942, when the series ended, he 
remained as music counselor. 


Schedule Radio Forum 


The Institute for Education by 
Radio, sponsored by the Ohio 
State University bureau of edu- 
cational research, will hold its 
17th conference May 2-5 at the 
ee Hotel, Colum- 
us, O. 


Your advertising to a 
most profitable field through 


GEORGE T. HOPEWELL, 


the most profitable medium 
will produce the best results 


mefen en* 


EASTERN REPRESENTATIVE + 101 Tle AVENUE, NEW YORK 


b Wig 


-_ 


Advertising that stops at city limits can’t help 


salesmen that go 


salesmen do go beyond the city limits to sell 
the dealers who serve two-thirds of the market's 
3,000,000 population. : 


Your ads won't stop at the city limits of Pitts- 
burgh if you concentrate in the Post-Gazette— 
the only daily newspaper that works with your 
salesmen selling the million central city folks— 


then travels with 


million more people who live in the nearby 
144 cities and towns. 


@ The Post-Gazette has the 
largest circulation of any 
Pittsburah daily newspaper! 


REPRESENTED NATIONALLY BY MOLONEY, 


THEY BELONG’ TOGETHER 
LIKE A CAR AND A TRAILER! 


beyond. in Pittsburgh your 


them to help sell the two 


Concentrate tn ~itolureghd 


One of Americas Great Newspapers 


REGAN & SCHMITT, 


POST-GAZETTE 


INC. 
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‘New York Sun’s’ 
Former Chairman, 
Fred Walker, Dies 


HADLYME, Conn.—Fred Allan 
Walker, 79, retired chairman of 
the executive board of the New 
York Sun and chairman of the 
Publishers’ Association of New 


York City from 1923 to 1933, died | 


Tuesday at his home here. He 
would have been 80 Wednesday. 
Mr. Walker’s first newspaper 
job was with the Union, Spring- 
field, Mass., which he left as man- 
aging editor in 1896 to take a 
similar position with the Boston 
Journal, where he began his long 
association with the late Frank A. 
Munsey. In 1909 he became man- 


aging editor of the Baltimore | 


News, two years later becoming 
publisher of Mr. Munsey’s Wash- 
ington Times. 

Mr. Walker 
organization in 
editorial assistant to the late Ar- 
thur Brisbane on the Hearst 
newspapers, but a year later was 
named publisher of the New York 
Telegram, which Mr. Munsey had 
purchased. Mr. Walker became 
managing director of the Tele- 
gram in 1925, went to the Sun in 
1926, and remained there until 
his retirement in 1934. 


left the Munsey 


EDWIN W. CHANDLER 


CuHIcaAGo—Edwin Wilce Chand- 
ler, 76, for 32 years with the Audit 
Bureau of Circulations, died March 
23. He had served with the bureau 
since it was founded, and for more 
than a quarter century was its 
chief auditor. 


C. DORSEY WARFIELD 


BALTIMORE—C. Dorsey Warfield, 
49, publisher of the Baltimore 
News-Post and Sunday American, 
fell to his death from his 12th floor 
apartment, March 22. 

Mr. Warfield started his news- 
paper career on the Baltimore Sun 
in 1917. After service in World 


1919 to become |} 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry-exclusively 


KNIT GOODS WEEKLY§ 


ONE MADISON AVE. » NEW YORK 10, N.Y. 


War I, he returned to the news- 
paper’s circulation department. He 
became assistant business manager 


| in 1928, and then served from 1928 


to 1937 as general manager and 
assistant publisher of the Wash- 
ington Times-Herald. 

In 1937, he was appointed as- 
sociate publisher of the Washing- 
ton News and later in the same 
year publisher of the News Post. 


COURT W. TOEL 


MaryYSsvILLE, Mo.—Court W. 
Toel, 56, formerly advertising 
manager of Country Gentleman, 
died at his home here March 21. 
Mr. Toel served with Curtis Pub- 
lishing Company in Chicago from 
|1925 to 1943, at which time he 
was named advertising head of 
/Country Gentleman in Philadel- 
phia. He retired last year. 


JOHN O. STOLL 

Cuicaco —John O. Stoll, 47, 
president of the J. O. Stoll Com- 
pany, magazine distributor here, 
died last Monday while vacation- 
|ing in Florida. * . 


| Offers Price Protection 


American Home Foods, New 
York, division of American Home 
| Products Corporation, has notified 
| its distributors that it will protect 
(them on all unbroken cases of 
_AHF merchandise “in first buyers’ 
| warehouses and in transit to buy- 
ers, at the date of the price de- 
|cline, up to but not to exceed 
quantities invoiced in the 45 days 
preceding price decline.” Distribu- 
tors had requested such a notice, 
explained Earle H. Selby, vice- 
| president in charge of sales. He 
added that “‘at this time... (the 
company) can see no decline in 
view.” 


'‘Merchandiser’ Returns 


| American Can Company, New 
| York, manufacturer of Keglined 
|cans, plans to resume publication 
|of the “Merchandiser,” monthly 
promotion bulletin issued free of 
| charge to distributors of beer and 
|ale, which was discontinued in 
November, 1942, after canned beer 
was withdrawn from the market 
because of the war. The publica- 
tion was introduced in April, 1936. 


Mueller Appoints Hewitt 


C. L. Hewitt Jr. has been ap- 
pointed general sales manager of 
the L. J. Mueller Furnace Com- 
pany, Milwaukee. He recently re- 
turned to the company after serv- 
ing in the Army air forces. 
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as sponsor of the CBS radio program, 
of both network and sponsor turning 


home service center and known to radio as Ann Pillsbury, cuts the cake. Looking 
on, left to right, are Frank Stanton, CBS president; Philip Pillsbury, president of 
the company, and Martin Horrell, the show's producer. 


| 


TWO PRESIDENTS EAT CAKE—Pillsbury Mills celebrated its third anniversary | 


"Grand Central Station,” with top-kicks 
up. Ellen Pennell, director of Pillsbury's 


Sales Execs, Admen 
on Spot in ‘4/7, 
Kelly Tells Club 


Agencyman Ridicules 
Readership Worship; 
Calls Sales Accurate 


NEw YorK—This year will see 
|a wave of “resignations, extended 
vacations and nervous. break- 
downs” as sales and advertising 
, Managers and agencies are rudely 
|put back on a competitive basis, 
|Philip J. Kelly, vice-president of 
|Lennen & Mitchell, told the New 
| York Sales Executives Club last 
week. 

Many companies have not tested 
their products against their com- 
|petition for five years, Mr. Kelly 
| said, and some of those who have 
,and have discovered that their 
| products are not competitive from 
,a quality standpoint have done 
|nothing about it, because it hasn’t 

been necessary. 

It’s time for sales and advertis- 
ing executives to check consum- 
ers on their reactions to packaging, 
product development and value, 
| Mr. Kelly said. It would be helpful 
'if more sales managers had an 
| advertising background, he added. 
| One of advertising’s pets, read- 
|ership ratings, got a going-over 
Sree Mr. Kelly. Only a few sales 
| managers ask the important ques- 
| tion, ‘“‘The readership is okay, but 
does the ad sell anything?” Be- 
|fore readership took over, sales 
results were the determining fac- 
| tor in advertising, and. Mr. Kelly 
| advocated a speedy return to the 
| sales standard. 


Hits Brief Copy 


Mr. Kelly had more sharp things 
to say about advertising practice: 
| 1. Copy—‘Short copy with a 
bad inferiority complex is the 
order of the day. Readership sur- 
veys have scared the boys away 
from long, persuasive, convincing 
copy that real buyers will read. 
With no goods at all, persuasion 
has not been necessary. . . Ratings 
are ambiguous. . . There are some 
daytime hillbilly programs selling 


the pants off some _ well-rated 
shows.” 
2. Opportunism — “Smart sales 


managers ... will again become 
opportunist. They will insist on 
the use of hot news pictures. . . 
bring advertising and selling to- 
gether with news as the catalytic 
agent.” 

3. Production—“Engravers and 
printers have been getting away 
|with murder. As top executives 


you have a right to expect per- 
fection. If you begin to look as- 
kance at sloppy work and check 
up on the boys, you will happily 
join the ranks with us critical S. O. 
B’s and we'll get results.” 


Stresses Importance of Letters 


4. Correspondence—“An adver- 
tising vehicle with a lot of money 
which you can have for almost 
nothing . . . vital, continuous, im- | 
portant. It’s time to look for the| 
sales and advertising slant in every | 
letter your company sends out. If 
you haven’t got it there, it’s your 
job to see that it does get it...) 

5. Good old days—‘“A lot of re- 
tailers, like salesmen... look upon 
'the years 1943 and 1944 as normal | 
years. . . There is the guy who} 
will tell you why everything can’t 
|be done. He is a bad influence 
|and you ought either to cure him 
or kill him. And the same applies 
to the war babies on your payroll 
who were wonderful salesmen 
when there was nothing to sell.” 

6. Advertising allowances— 
“Most of you got rid of those 
| things during the war and there is 
'no real reason why they should 
‘come back. In most cases these 
|deteriorated into nothmg more 
'than sales discounts. (They) 
|can’t take the place of advertising 
‘and merchandising leadership. You 


|can get just as much cooperative 
advertising without allowances as | 
you can with them, but it takes a 
strong sales policy.” 

Mr. Kelly advocates strong per- 

sonal leadership in advertising and 
selling, and said the day of the 
|“lugubrious comptroller” is done. 
Optimism and aggressive leader- 
ship, not equivocation and phleg- 
matic leadership, will be required, 
he said. 


British Admen Continue 
‘Convention Plans 


The Advertising Association, 
| London, British counterpart of the 
Advertising Federation of Amer- 
| ica, will hold its advertising con- 
vention, scheduled for May 17-21, 
despite “serious setbacks lately, 
owing to fuel shortages,” J. L. 
Henderson, director and general 
secretary, has cabled Elon G. Bor- 
ton, AFA president. The theme 
will be “Advertising Vital Stimu- 
lus to National Recovery.” 


NBC Appoints Andrews 


William Andrews has taken over | 
as commercial representative for 
NBC’s radio recording division in 
Hollywood following transfer from 
NBC-KPO in San Francisco. He 
replaces Bob Hendricks, who has 
resigned. 


Opens NY Office 

International Harvester Com-| 
pany, Chicago, has opened a New | 
York City farm equipment office 
in the Chanin building, with H. F. | 
Burton as manager. 
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Toni Adds ‘Ladies 
Be Seated’ to 2 
Other Net Shows 


St. Paut—Toni, Inc., whose Tonj 
home permanent wave sets out- 
sell all competitors, has signed tp 
sponsor the last quarter-hour oj 
the half-hour ABC audience par. 


ticipation show, “Ladies Be 
Seated,” for 52 weeks. 
Toni’s sponsorship, which be. 


gins March 31, will cover the 
Monday, Wednesday and Friday 
3:15-3:30 p.m., EST, sections over 
the full network. On the same 
day the show takes permanent 
residence here. It was formerly 
aired from New York. 

Quaker Oats Company sponsors 
the first quarter-hour five times 
weekly. The Tuesday and Thurs- 
day second quarter-hour segments 
are still open. 

Toni will continue to sponsor 
two other shows, both on CBS. On 
Jan. 4, it began sponsoring “Give 
and Take,” heard on the full net- 
work Saturdays 2-2:30 p.m., EST. 
It also uses the 15-minute “Meet 
the Missus,” show aired three 
times weekly over 26 stations of 
CBS’ Pacific Coast net. 

As reported in AA Feb. 3, Toni, 
a three-year-old division of Noma, 
Inc., is greatly expanding its ad- 
vertising this year. It is using 
18 women’s magazines, The Amer- 
ican Weekly and This Week Maga- 
zine. It is also using Nancy Sas- 
ser’s “Buy-Lines” column in 58 
metropolitan newspapers. 

Foote, Cone & Belding handles 
the account. 


Plans New FM Station 


Frank Skret, managing director 
of the Connecticut Cooperative 
Federation, informed members of 
the Hartford Consumers’ Coop- 
erative Association that $30,000 of 
the $150,000 capitalization re- 
quired to launch a new frequency 
modulation station has been 
pledged. The Consumers’ Broad- 
casting Corporation will be oper- 
ator of the proposed station. 


Bickford Joins Friedrich 
Addison Bickford, previously 
chief of graphics, United States 
Public Health Service, and former 
art director in the New York office 
of J. Walter Thompson Company, 
Kenyon & Eckhardt and J. D. 
Tarcher & Co., has been named 


| head of the layout and design de- 


partment of Friedrich Studios, 
Detroit. 


Forms Ad Art Firm 


Peter Gadiel & Associates has 
been established at 600 S. Michi- 
gan Ave., Chicago, to specialize in 
promotion and advertising art. The 
studio is located at 158 N. Central 
Ave. 


Hauser to Green-Brodie 


Herbert S. Hauser has joined 
Green-Brodie Advertising, New 


| York, as an account executive. He 
| was formerly with Weiss & Geller, 


New York. 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on il. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy t° 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 


So no matter what your product is, 
it will pay you to write to Inter- 


| state United Newspapers, Inc., 545 


Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great ané 
growing market through econom! 
cal advertising. Write now. 
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HOLLYWOOD CONVERSATION—Thomas H. A. Lewis (left), Young and 

Rubicam's vice-president and director of radio, discusses with Harry Butcher 

(center), and Walter Van de Kamp (right), the rapid progress of the new Holly- 

wood Advertising Club. Mr. Butcher, author of ‘My Three Years With Eisen- 

hower," and owner of Station KIST, Santa Barbara, was a guest speaker before 
the club at one of the early meetings. Mr. Van de Kamp is president. 


Staples Becomes ‘MacMillen Sees 
Hershey President | Coast-to-Coast 
HersHEy, Pa.—The Hershey | Train Service 


Chocolate Corporation has ap-| 
pointed Percy Alexander Staples,, New York—Coast-to-coast pas-_ 
64, president of the company, suc-|senger car service, initiated by | 
ceeding William F. R. Murrie.| several railroads just a year ago 
Mr. Staples also becomes chair-/|as a result of Robert R. Young’s | 
man of the board of directors, of “Hog” advertisement, has provided | 
which he has been a member each owner with a per-car profit 
since 1927. of about $50,000 annually, William 

Mr. Staples has been head of |C. MacMillen Jr., president of the 
the Hershey Trust Company, trus-| Federation for Railway Progress 
tee for the vast Hershey enter- | (AA, Feb. 24), told the Traffic | 
prises, including the ‘Hershey | Club of New York. 
Industrial School for Boys. “We understand,” he added, 

Mr. Staples joined the chocolate | “that entire through trains are be- 
company 26 years ago and was/| ing planned.” | 


named controller of its Cuban | The first railroad to launch this | 


Oxarart to Head 
West Coast Sales 
Office for CBS 


New YorK — The Columbia 
Broadcasting System has created a 
West Coast network sales office in 
Hollywood and selected Fran 
Oxarart, agency head, to run it, 
W. D. Thornburgh, CBS vice- 
president in charge of the western 
division, said last week. 

“The rapidly increasing impor- 
tance of transcontinental network 
business originating on the Pacific 
Coast”? made the office necessary, 
network officials said. 

Mr. Oxarart has sold his adver- 
tising agency, Frank Oxarart Com- 


;pany, Los Angeles, the majority To Hillman-Shane 

| interest going to James P. Shelley | mi "10 . J 
| and William W. Harvey, officers in| , National Novelties, Inc. Los 
; ys | Angeles, has appointed Hillman- 


| the firm. |Shane, Los Angeles, to handle its 
teen eee advertising. A new low-priced 

: | Kodachrome viewer will be mer- 

Emerson Boosts Light 'chandised soon. National trade 

| Emerson Radio & Phonograph | publications and consumer maga- 

| Corporation, New York, has pro-| zines will be used. 

|moted Gerald Light, formerly | enemies 

|service manager and head of | . 

technical publications, to assistant | Resigns Dress Account 

director of sales and advertising.| Bozell & Jacobs, Inc., Chicago, 

|Mr. Light was previously with|has resigned the account of 
the advertising department of |Seventeen for the Junior Teens, 

|General Electric Company, Sche-|a line of dresses made by Hanson 

| nectady. & Schwartz, St. Louis. 


GIBBONS 


KNOWS CANADA 


interests. As general manager, he | 


rebuilt and reorganized six of 
Hershey’s sugar and public utility 
properties in Cuba to a _ point 
where they produced more than 
three times Hershey’s require- 
ments for sugar in_ chocolate 
making. 

As president of the Cuban com- 
panies, a position he took in 1927, 
Mr. Staples built Central Hershey, 
the Cuban counterpart of the 
town of Hershey, Pa. 


Names Fairbairn Agency 


Fuller Brush Company, Hart- 
ford, Conn., has placed its adver- 
tising with John B. Fairbairn 
Agency, Hartford. Fortune, trade 
publications, direct mail and other 
media will be used to promote 
products of its industrial division. 


Publishes Ad Directory 


The 1947 edition of McKit- 
trick’s 
listing more than 14,000 adver- 
lisers geographically, has been 
published by George McKittrick 
& Co., Chicago. Personnel and 
details of the agencies directing 
the accounts are included. 


O’Brien Opens Agency 

William V. O’Brien Jr., for- 
merly with Ellis T. Gash Asso- 
clates, has opened his own adver- 
lising agency at 30 E. Adams St., 
Chicago 3. 


LOOK IT UP in 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


Directory of Advertisers, | 


service, it is reported, probably | 
will be the Pennsylvania. 

Although it was emphasized that | 
Mr. MacMillen’s presence before | 
the Traffic Club—composed of 
major shippers and railway execu- | 
tives — implied “no endorsement” | 
of the federation by the club, the 
audience listened with interest to | 
his indictment of some railway | 
managements, particularly of the 
Long Island, a Pennsylvania sub- | 
|sidiary. It was his first public talk 
since becoming president of the 
federation. 


| 


Will Employ Ads 


In addition to the new monthly | 
publication, “Railway Progress,” | 
Mr. MacMillen said, the federation | 
will use “advertising, public state- | 
ments and all other educational | 
media which our budget permits.” | 
Plans for a federation campaign | 
gradually are taking shape. 

Meanwhile, Mr. Young will an- | 
nounce in advertising § soon, | 
through Kenyon & Eckhardt, an- | 
| other “service”? development of the | 
|Chesapeake & Ohio. 
Mr. Young and Robert J. Bow- | 
man, chairman and president re- | 
|spectively of the C&O, have just 
| been named directors of the New 
York Central, pending confirma- | 
tion by the Interstate Commerce | 
Commission. 
| Beginning April 1, the New York 
|Central will honor the recently- | 
introduced C&O credit cards. 


| 
Opens Branch Workshop | 

Television Workshop of New | 
York has announced formation of 
the Television Workshop of Phila- 
delphia, with Robert L. Jawer, | 
production traffic manager of Tele- | 
vision Workshop of New York, as | 
executive director. Classes, start- | 
ing in September, will cover basic | 
television, program production, | 
technical aspects, television writ- | 
ing, and television advertising. 


Retail Grocers to Meet 


The 48th annual convention of 
the National Association of Retail 
Grocers will be held in the San 
Francisco Civic Auditorium, June | 
| 22-26. 
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NEW YORK SUBWAYS Advertising Company, Inc. 


Car Cards « Station Posters 
Member of NATA 


630 Fifth Ave., New York 20, N.Y. - 410 N. Michigan Ave., Chicago 11, Ill. 


73 


ge Oe ll ee i: i t¢ OO. “ee ae ee : 
abi ae : oa 
ed j a 
| ee 1947 53 ae ff 
—— -- = - —6«hWOORa. a - if 2 ee 
 _——0l (<i“‘w | aS >» fF ie c ibs: 
NSS ) S De GE wie 
he >. , a eee s - La | . 
bain eee, Ms ee Sa . Ses ‘ 
Bs oe : Nis tek ie eg eS are r= As ‘7 _ a § P oe | me 
ae 2 \ ‘roe . BN OS ee “a oe. “ @ ; 
ie m\) Se e 
ES ee | | 
7 ieee - oa n ae aoe a FA we Be hn — = : 
* Va roa Oo, OnT § we "ses, EGIN CALG nY ENMOKLTO “ cCOuver 
- => 3 es 9 - -- = ‘... Bg 
a nena ame en em WY ial in eee , + Py ae an N ” . ™ : 
JESS ‘ ‘ ie - 
— ide Be ee 
en i = 
R . bug x ; a 4 1) 7 x vale 
‘ -= | on 
! ) ’ = 
ry \ | 
way] E7¢ i | 
SUBS ° 1 - te 
. © . } f- \ } 
ree fe sib f <o ee ‘e ? ’ : i 7 
$ : 5) ar) Fa ' « = ae 
— Pe co ~ Aa l a_i 
ti. ie =a 7 
types N eR: 
j WETS ac “ae ma a ® } oly | : 
; a ai 
1S 7 —S "a 
pay. ee BWA 
_ g RIDE he | 
apult ox 90% of the Wor : 
iE age: Subway sage 
p x over js 1 — 
es ies Trigesst market! DE wards ee, 
5 big peER Ri essage fo » oe ar 
MINUTES emorize your ™ . ta 
- 23 rime enoush sas ) ue & 
Al” ae Exposure’ ideways" : 
| \= backward, and § enti: 
TH rt of : hn, 
a | 2% el ' 
the MARKET DATA BOOK! i 
er, a a “. - 
. —.\ a7 z: il 
\saeeee — ; sit 
\s 7 <I Stites 
‘sS can th - me = —— Ds 
l, and oe el | o 
is J | -~. 
int * | aa 
r the we 
built : 
"and ee 
nomi- : 
! 7 


54 


‘Secret’ Report 
Urges Boosis in 
Ind Class Rates 


(Continued from Page 1) 
ond class matter. 

Mr. Zeiss had taken time from 
his retirement during the past 
three years to make a thorough 
analysis of cost ascertainment for 
the Postmaster General. His ap- 
pearance confirmed rumors of a 
“suppressed” report on _ second 
class matter, in addition to his 
well-publicized work on the over- 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 


all cost ascertainment picture. 

The “suppressed” report was be- 
fore him Tuesday, as he argued 
that second class is producing 
barely enough revenue to cover 
railroad and other transportation 
costs. He would completely reor- 
ganize second class rates as a pre- 
lude to a pre-planned series of 
hikes to make second class “self- 
sustaining.” 


NPA to Testify 


Three weeks of almost daily 
sessions have brought the House 
committee toward the close of its 
sessions on the complicated postal 
deficit issue. On the Senate side, 
where similar hearings are in 
progress, a high point is expected 
April 8, when the National Pub- 
lishers Association is expected to 
state the case for magazines. 

House chairman Edward Rees 
indicated his committee may ex- 
tend hearings beyond its April 1 
goal, in order to consider the im- 
plications of impending increases 
in railroad rates which may add 
$60,000,000 to the cost of trans- 


~~ 


| porting mail. 

Obviously annoyed that the rail 
rate matter had not been men- 
tioned in arriving at forecasts of 
a $287,000,000 postal deficit, Rep. 
Rees will call in departmental ex- 
ecutives Wednesday for a “frank 
discussion” of the entire deficit 
situation. 

The “suppressed” report on sec- 
ond class matter—which became 
available to ADVERTISING AGE—sees 
the $1,450,000,000 deficit from sec- 
ond class in the 16 years from 
1930 to 1945 as “an indirect tax 
on users of first class and taxpay- 
ers generally.” It says: 

Second class pays only 25% of 
its expenses; 

The Post Office Department per- 
forms a business service for pub- 
lishers in competition with other 
transportation media, and ought 
not compete unfairly; 

As a billion-dollar industry op- 
erating for a profit, publishers no 
longer need a government pref- 
erence; 

There is a trend away from 
“serious reading matter” to mat- 


two reasons why 


Monsen-Chicago clientele 


are well informed... 
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The large manual . . . furnished consistent 


quantity users .. . contains all faces, all sizes... 


makes possible quick, intelligent type 


style decisions . . 
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The handibook carries one line specimens 


of all available type faces . 


. is furnished 
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any advertising man. . 


. regardless where 


he has his type set. Write or phone 


for your copy of the Handibook today!.. . 
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ter designed to amuse or enter- 
tain; 

Subsidies should be used as sel- 
dom as possible and terminated as 
soon as possible; 

Rates are hardly higher than in 
1879 when a dollar went a lot 
farther; 

A gradual increase would not 
be a hardship and could be met 
like other costs. 


Postage High as 60% 


The report finds some publica- 
tions paying as little as 2 or 3% 
of handling costs “while in the 
case of exceptionally heavy pub- 
lications with large advertising 
content, the postage may amount 
to 60% or more of cost.” The 
average in 1944 paid 23% of cost. 

Mr. Zeiss’ major new rate sug- 
gestion is a proposal to apply 
identical zone rates to reading and 
advertising matter. “The cost to 
the department of rendering the 
service is not increased by reason 
of the character of the contents,” 
he explains. 

Advertising zone rates, estab- 
lished in 1917, on the premise that 
such matter gave the publisher 
“better ability to pay,” has been 
of “little substantial benefit” in 
disposing of the second class defi- 
cit, he declared. Because of low 
zone rates in the first and second 
zones, advertising yielded only $5,- 
700,000 of additional revenue in 
1944 “and did little more than off- 
set a one-cent rate reduction of 
1895.” 


Must Extend Coverage 


Publishers would undoubtedly 
prefer to retain the differential, 
which enables them to pay 1% 
cents a pound on reading matter 
regardless of the haul, and Mr. 
Zeiss said: “But if there is to be 
any substantial increase in second 
class revenues, higher rates for 
this class of mail must be applied 
to a broader field than now cov- 
ered.” 

The cost of handling and de- 
livering second class is influenced 
by the number of separately ad- 
dressed pieces, their weight and 
the length of haul accorded them, 
Mr. Zeiss said. 

Mr. Zeiss said that 75% of to- 
day’s second class revenue comes 
from fees levied on pound weight, 
yet the weight factor accounts for 
only 25% of the cost of handling 
second class mail. 

“Under the existing rate sched- 
ule, the number of pieces—which 
accounts for 60% of the cost of 
handling—is almost entirely dis- 
regarded; the length of haul, 15% 
more, is not recognized except in 
zone rates on advertising, appli- 
cable to about 20% of the traffic. 


‘Scarcely Compensate’ 


“Under the present system, 
pieces of light weight, of which 
there are a great many, pay so 
little postage, the amounts col- 
lected scarcely compensate for the 
expense of official records.” 

A one-ounce publication in the 
first two zones passes for nine 


one-hundredths of a cent, Mr. 
Zeiss said. 
“Until the individually ad- 


dressed pieces, which are the ma- 
jor factor in postal costs, are defi- 
nitely recognized in second class 
rates, there is no scope for any 
improvement in revenues approxi- 
mating a substantial portion of 
the service rendered,” Mr. Zeiss 
wrote. 

Mr. Zeiss wants the department 
to assess one-half cent on each 
second class item handled. He 
would apply zone rates ranging up 
to 7 cents to each pound of read- 
ing and advertising matter. His 
zone scale is only fractionally 
higher than the present zone scale 
on advertising. 

Small newspapers with circu.la- 
| tions less than 7,500, and publica- 
| tions of religious, educational and 


| charitable organizations would get| 
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a 50% “concession.” Though “free 
in county” would be eliminated 
there would be a charge of only 
one-fourth cent on newspapers de. 
livered to offices where no carrie; 
service is available. 


Propose Surcharge 


Many of the Post Office rat 
suggestions, such as the depart. 
ment’s proposal for a charge oj 
one-fourth cent on each secon 
class piece, can be traced to the 
Zeiss report. Moreover, Mr. Zeis 
and the Post Office are each pro. 
posing a “surcharge” for “exces. 
sive advertising.” 

Mr. Zeiss’ proposed “surcharge” 
is 10% between 50% and 60% ad- 
vertising; 15% over 60%. 

The Zeiss plan eliminates a 
multitude of special second class 
rates, such as the one cent a 
pound fee for “in county deliv- 
ery,” the special exemption of 
publications less than 5% adver. 
tising, and favorable rates for 
labor, fraternal and scientific or- 
ganizations. 

While the labor, fraternal and 
scientific groups may be “non- 
profit,” Mr. Zeiss said, they very 
frequently “are for the benefit 
and financial advantage of their 
members.” 

“When the activity is primarily 
for the benefit of individual groups 
or persons concerned, it is not ap- 
parent that the postal service 
should provide assistance for them 
at the expense of other mail 
users,” Mr. Zeiss said. 


‘ Assails Publishers 


The department’s reluctance to 
release the Zeiss document may 
be traced to his bitterress toward 
publishers. 

As a “billion dollar industry,” 
he feels publishing should assume 
its full share of the postal costs, 
just as it must “pay the market 
price” for labor, paper, ink and 
other commodities. 

He finds publishers paying less 
than 2 cents a pound for service, 
approximately the same as they 
paid in 1879, when “there was 
very little city delivery and no 
rural delivery and the dollar had 
a greater purchasing power than 
at present.” 

While the situation in 1879— 
with the nation in the reconstruc- 
tion period, and millions of immi- 
grants streaming to the West— 
undoubtedly justified some meas- 
ure of governmental aid to news- 
papers “and the better type of 
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heriodical,” such aid is “no longer 
Kustified,’ Mr. Zeiss wrote. 

With the rise of advertising, 
he profit motive has eome to 
ominate the publishing business, 
he report says. Desires of the 
editorial staff are “subordinated 
to the operation of the enterprise 
from a commercial or profit stand- 
point.” 


“free 
nated 
f only 
rs de. 
arrie 


» Tate 
epart. 


ge of “The reading public is studied 
econ; Jgto see what it wants, what will sell 
to the Mand the results influence the tail- 


Zeiss Goring of the publications. 
1 pro- “Here, however, one may prop- 
2xces. Berly ask whether comic strips, 
fiction, stories of love and ro- 
large” Jmance, mystery, detective and 
% ad- murder tales, propaganda and so 
forth, not contained in the pub- 
tes , [lications of 1879, were in the mind 
Class $of Congress when it enacted the 
ent 2 —msecond class statute.” 
deliv- “Tt is to be assumed,” Mr. Zeiss 
mM of @wrote, “that advertisers will be 
dver. willing to include in their pay- 
s for (ments to publishers their fair pro- 
ic or- portion of the full cost of the pos- 
tal service for copies handled in 
1 and the mail.” 
“non- He recognized that most pub- 


very flications supply “a valuable and 


enefit essential public need” but he con- 

their sidered them “competitive com- 
mercial enterprises” comparable 

narily with the grocer, butcher, druggist 

roups and general merchant. 

See Should Assume Risks 

them “These publications voluntarily 


mai] @choose a field of competitive in- 
dustrial endeavor in which to op- 
erate and should therefore assume 
the related risks. 

“If their product is good or de- 
may (gsired, the public will buy and they 


ward Mare entitled to any profit realized. 
Conversely, if not desired, the risk 

stry,” Mis theirs, since they have not been 

‘sume #invited by the government to enter 

costs, the field.” 

arket Mr. Zeiss considers advertising 


- and § “generally useful” but he decides 
“subscribers to publications with 
large advertising may receive 
somewhat lower subscriptions as 
they 2 result of the inclusion of adver- 
was tising, but perhaps they should, 
because of the inclusion of matter 
in which they may not be in- 
than @ terested.” 


Would Double Payments 


oa The basic rate schedule outlined 
inente by Mr. Zeiss is designed to produce 
est (525,000,000 to $50,000,000 of new 
neas- Second class revenue. At the start 
‘owes it nearly doubles the payments of 
e of ™2ewspapers and magazines. Mr. 


Zeiss would step up piece and sec- 
ond rates over the years until 
second class pays its proportionate 
share of all departmental costs. 
Mr. Zeiss’ schedule would boost 
the postage bill of a farm journal 
of 2,500,000 monthly from $189,- 
000 to $390,000; a weekly news 
magazine of 2,000,000 from $1,- 
952,000 to $3,458,000; a six-day 
newspaper published by a re- 
ligious organization from $125,000 
to $569,000. The farm journal 
costs per subscriber would go 
from 7 to 15 cents; the news 
weekly from 99 cents to $1.76; 
i intone from 98 cents to 


He questions that higher rates 
would deprive rural areas of 
magazines. “Circulation managers 
bend every effort to get as large 


erica Ba circulation as possible in rural 
ment as well as urban areas in further- 
uinte- Fance of their desires to provide 
ports @national and other advertisers 
struc- § With as widespread and large as 


Possible a group of potential pur- 
chasers,” he points out. 

and Publishers would find a way to 

u can absorb the higher postage rates, 

xpott Bhe feels. “Any claim that such 

adjustments as these cannot be 

made by business enterprise is 
without merit,” he said. 

If publishers want to get out of 

the mail, let them go, the Zeiss 

report says. Extra clerks in large 

Post offices and on the railway 

mail service for handling this 
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Last Minute News Flashes 


American Viscose Adopts Avisco Trademark 

New Yorx—American Viscose Corporation, manufacturer of Crown 
rayon and Vinyon yarns and staple fibers, will announce April 1 adop- 
tion of the trademark, “Avisco,” to identify all its rayon and Vinyon 
resin products. Heavy promotional campaigns to the trade and plant 
towns will begin tomorrow. J. M. Mathes, Inc., is the agency. 


Packard Plans Extensive Campaign 

Detrorr—Plans for one of the most extensive and well-integrated 
campaigns in its history are contemplated by Packard Motor Car 
Company for its new 1948 Convertible, a source close to the com- 
pany disclosed. In contrast to prewar advertising, it will be possible 
to extend the campaign iurther than before because Packard now has 


a well-established dealer cooperative plan. 
planned for June, but hinges on material supplies. 


is the agency. 


Quantity production is 
Young & Rubicam 


Pharmaco to Reintroduce Chooz ° 
Newark—Pharmaco, Inc., through Ruthrauff & Ryan, New York, 

is scheduling its first intensive promotion for Chooz antacid chewing 

gum, introduced five years ago but since then a war casualty due to 


lack of sugar. 


The initial 26-week campaign will run in New York 


and Chicago newspapers and car cards, with introductory 600-line 
insertions to be followed by 200- and 100-line newspaper space. 


CBS Adds 2 Outlets for 168 Total 


New YorK—Columbia Broadcasting System will soon add two af- 


filiates, bringing its total to 168. 


WDSH, new 1,000-watt station in 


Boise, owned by Boise Valley Broadcasters, joins the web May 1. 
WJQS, 250-watt station in Jackson, owned by the Mississippi Broad- 
casting Company, joins CBS April 6. 


Campbell-Mithun Names New Officers 
MINNEAPOLIS—Campbell-Mithun, Inc., has elected three new vice- 
presidents, including John Forney, Minneapolis, creative chief and 
account executive; Benton Ferguson, Minneapolis office account ex- 
ecutive, and Lester Will, Chicago office account executive. Mr. Forney 
and August C. Ragnow, account executive and Chicago office man- 


ager, were named directors. 


Westminster Appoints Ewell & Thurber 

New YorKk—Westminster Ltd., maker of Westminster men’s socks, 
will shift its account to Ewell & Thurber Associates July 1. Four-color 
space units, used in consumer magazines and business paper adver- 
tising, will be continued. Hal H. Thurber will direct the account, 
assisted by Steve Mudge of the agency’s New York office. 


G-E to Promote Four New Electric Ranges 

BRIDGEPORT, Conn.—General Electric Company’s appliance and mer- 
chandise department will begin a year-around campaign for a new 
Stratoliner electric range and three lower-priced ranges in the April 
26 Saturday Evening Post, through Young & Rubicam, New York. 
Better Homes & Gardens, Country Gentleman and McCall’s also will 


be scheduled. 


McCarthy to Join FC&B April 15 


New Yorx—John J. McCarthy, vice-president of McCann-Erickson, 
will join Foote, Cone & Belding April 15, to handle the Rheingold beer 


account. 


matter cost at least $50,000,000, he | be too cumbersome in view of the 


estimates, indicating sizeable sav- 
ings, even if the rural routes and 
small post offices cannot be cur- 
tailed. 

As for more attractive rates, to 
build second class volume, Mr. 
Zeiss sees nothing but bigger defi- 
cits. He estimates that 97% of 
second class enters in large post 
offices where more help would be 
required if new business were 
added. 


Committee Seeks 
Help for Newsprint 
Distress Cases 


WASHINGTON — A seven man 
publishers task force has promised 
to work with mills, jobbers and 
magazines in meeting distress 
cases, but it has refused to include 
non-newspaper consumers in the 
voluntary local newsprint sharing 
plan. 

The task force, set up at the re- 
quest of the Senate small business 
committee two weeks ago, prom- 
ised “to do all in its power through 
local associations and otherwise to 
see that all newspapers of general 
circulation, dailies and weeklies 
obtain sufficient newsprint to con- 
tinue to publish.” 

While it will cooperate in meet- 
ing the problems of religious, fra- 
ternal, labor and other non-news- 
paper consumers, it feels this is a 
problem for the entire industry, 
“not one segment.” 

At a meeting with the Senate 
committee two weeks ago, pub- 
lishers agreed that rationing or 
other national arrangements would 


small amount of paper needed for 
hardship cases. 

The new seven man committee, 
with publisher, jobber, mill and 
magazine representation, would in- 
vestigate distress cases involving 
non-newspaper users and would 
cooperate in seeking a solution. 

Newspaper publishers feel dis- 
tress cases are generally limited to 
instances where a newsprint mill 
has been taken out of production 
or converted to manufacture of 
other types of paper, or where a 
jobber has diverted paper from a 
regular customer to obtain a bet- 
ter price or “a more desirable cus- 
tomer.” 


CBS Drops Shirer; 
Liberals See ‘Gag’ 


J. B. Williams Company, spon- 
sor of news commentator William 
L. Shirer, and Columbia Broad- 
casting System, the network carry- 
ing the show, have both been the 
target for criticism from political 
liberals for dropping the show. 
“Gagging liberal views” is the 
charge. 

CBS has proposed Joseph C. 
Harsch, Washington news an- 
alyst, as a substitute for Mr. 


'will promote the contest in sev- 


Shirer. At the end of last week 
the sponsor had not decided 
whether to use Mr. Harsch in the | 
5:45-6 p.m. spot, or look for a| 
new show at a different time. J. | 
Walter Thompson Company is the | 
agency. 


McGraw-Hill Appoints 
Arthur L. Moore, editor of the 
Prairie Farmer for two years, has 
joined McGraw-Hill Publishing 
Company as editor of agriculture 
for Business Week and to do spe- 
cial research in the Chicago office. 


|inson, Inc.; A. A. Schechter, Mu- 


|Magowan, Western Newspaper 


Ist P & G Postwar 
Contest fo Back 
Spic and Span 


CINCINNATI — Procter & Gamble 
Company, a leading practitioner 
before the war in running con- 
tests, will resume that practice 
April 13 when it opens a five- 
week, big-prize promotion for 
Spic and Span cleaner. 

‘It will spend $600,000 in radio, 
newspapers, comic supplements 
and dealer displays to induce cus- 
tomers to try to win, each week, 


jovon WIN A NEW HOME 


FUME 4008.90 CASH te provide tat, Lendscapleg cad other Sectores! 
EVERY WEEK for 5 Weeks A MEW MOMME ond it) Orher Prires io 


— 


the first-prize HomeOla prefab- 
ricated house plus $4,000 for lot, 
landscaping, etc.; a second prize 
1947 Chevrolet Fleetmaster sedan; 
10 Eureka home cleaning systems, 
and 100 Eureka cordless irons 

First-prize winners may take 
$7,500 if building restrictions pro- 
hibit erection of the home in their 
localities. Winners must finish 
the sentence, “I use Spic and 
Span, the No Rinse—No Wipe 
Cleaner because... .” in 25 addi- 
tional words or less. P&G itself 
will judge the contest. 


Sparked by Color Ads 


Promotion will include full- 
color ads in Puck—the Comic 
Weekly and newspaper supple- 
ments three times during the five- 
week competition, in nearly all 
large and medium-size cities ex- 
cept the Far West and Southwest. 
Announcements will be made 
daily on each of the following 
three P&G radio programs: “Life 
Can Be Beautiful,” over NBC; 
“Perry Mason,” over CBS, and 
“Jack Smith Show,” over CBS. 
Display material will be given to 
500,000 grocers. 

P&G is adding 25 stations per- 
manently to the “Life Can Be 
Beautiful” list on April 28, bringing 
the NBC outlets used for the show 
to 97. During the contest, spots, 
local news and other programs 


eral cities. 

P&G’s campaign, handled by 
Dancer - Fitzgerald - Sarhple, Chi- 
cago, will stress the HomeOla 
house in the ads. HomeOla Cor- 
poration, Chicago, through M. 
Glen Miller, Chicago agency, has 
prepared display tie-ups for its 
own dealers throughout the U. S. 


Chaplin to Head 
Council PR Unit 


The Advertising Council, New 
York, has appointed a public re- 
lations committee representing the | 
industry and media, under Rich- 
ard Chaplin, public relations di- 
rector of Crowell-Collier Publish- 
ing Company. 

Members are Jerry Mason, This 
Week; C. B. Larrabee, Printers’ 
Ink; Irwin Robinson, Tracy-Rob- 


tual Broadcasting System; David 


Union, and Bradley Kelly, King 


Features. Michael Amrine, public 
relations director of the council, 
will be secretary. 


Communists Try 
Ads to Halt Bill 


Outlawing Party 


New YorK—The Communist 
Party of the U. S. A. last week 
turned to newspaper advertising in 
an effort to halt federal legislation 
aimed at outlawing the party. The 
first insertion of the campaign, a 
full page, appeared in the New 
York Times March 27, and other 
orders were sent to newspapers in 
13 cities. 

A party spokesman said that six 
additional full pages, as well as 
smaller ads, have been prepared, 
and that the tentative schedule 
calls for 18 cities. Two of the or- 
iginal 13 newspapers have so far 
turned down the copy because of 
paper shortages, but none for any 
other reason, the spokesman said. 

The original advertisement is 
headlined “When they say ‘Outlaw 
the Communists’ it’s you they’re 
after!”, but the Times insisted on 
a 36-pt. capital overline reading 
“An advertisement by the Com- 
munist Party, U.S. A.” This over- 
line was left in on all proofs sent 
to other newspapers. The copy 
was placed by Shorlane-Benet 
Company, New York agency. 

The copy charged “big business” 
with backing the anti-Communist 
drive, and compared NAM and the 
Chamber of Commerce to Fritz 
Thyssen and I. G. Farben. An 
abridged cable to Secretary of 
State Marshall, signed by Eugene 
Dennis, the party’s general secre- 
tary, also was reproduced. The 
advertisement carried two coupons, 
one urging readers to write or wire 
the President, Rep. Fred Hartley of 
the House labor committee, and 
their individual congressmen, the 
other asking for funds to finance 
this and other advertisements “to 
arouse the American people to the 
danger of the un-American drive 
against their liberties being con- 
ducted under the guise of outlaw- 
ing the Communist party.” 

At the week’s end, the party also 
was trying to buy network radio 
time, and was shopping for an 
agency to place its show. 


British Term 
Suspension of 
Magazines Illegal 


Lonpon—Claims that the British 
government exceeded its authority 
when it ordered a two-week S8us- 
pension of periodicals (AA, March 
3), are being made by various 
members of England’s publishing 
industry who say there is no law 
which allows the government to 
take such steps. 

The Earl of Iddesleigh told the 
House of Lords that the offer of 
an American publishing house to 
print and deliver the Economist 
could not be accepted because an 
import license was refused by the 
British government. It was also 
pointed out that publications 
which endeavored to find means 
of production which would not 
aggravate the power shortage, 
were threatened with total sus- 
pension. 

Viscount Swinton, in the House 
of Lords, declared that a defense 
regulation still in force gave the 
government power to “compel al- 
most anybody to do or abstain 
from doing almost anything.” 

The government will not allow 
the paper saved by the temporary 
suspension order to be used for 
larger future editions because of 
shortages at paper mills due to 
the power shutdown. 


Foskett Leaves Post 


E. B. Foskett, for four years di- 
rector of promotion and research 
for the New York Post, has re- 
signed and will announce his new 
plans shortly. 
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TOO MUCH ADVERTISING today is 
fat in the fanny. 


Here, listen to Jack Davis, Advertising 

& Sales Director of Ford (after their 

recent $50,000 advertising survey) : 
“Advertising has become too stodgy. 
It is too often in comfortable, well- 
upholstered ruts, Perhaps it has be- 
come over-professional. It needs to 
appeal to and capture the spirit of 
youth and optimism which is the 
America of today.” 


Too many agencies have become ad-fac- 
tories. You put the product in here, the 
machinery goes ’round and round, and 
the ads come out here . . . professionally 
pat, aesthetically perfect, and emotionally 
as exciting as last night’s dishwater. 


The client has become part of the ma- 
chine, too. He just goes right on paying 
the bills—automatically. 


GOOD ADVERTISING MINDS 
DIE YOUNG 
The old-established shops slow down, 


creative arthritis creeps in. Periodically, 
a new leadership comes to life . . . to 


How does your advertising 


look from the rear? 


breathe warmth into the promotion of 
new products, to bring transfusion to the 
anemic advertising of older businesses, to 
give loving care to the more modest ap- 
propriations. 


This happened after World War One; it 
is being repeated today. How many of 
today’s big agency names did you know 
15 or 20 years ago? More important— 
how many of tomorrow’s top agencies 
can you recognize right now? 


DO IT THE HARD WAY 


The easy way is to buy a known agency 
name. That puts absolutely no demand on 
your judgment—how can you be blamed 
for advertising failure? 


Is this what you really want? Is this 
good enough? 


Why don’t you get off the beaten track 
and do some exploring on your own? 
Forget friendships, politics and the fool- 
ish pride of being associated with a big 
name. Look in on some of the bright 
newcomers . 


. . talk to them, listen to 


them, let them show their stuff, tear them 
apart—if you can. 

If you want fresh, uninhibited advertis- 
ing—lean in the flanks, fast on the get- 
away, and produced by an agency as 
young in spirit as the America you have 
to sell .. . this is the way to get it. 


STRICTLY COMMERCIAL 


You could lose us in a corner of Comp- 

ton’s. Our billings are birdseed alongside 

. of BBD&O's... ° 
Yet we are one of the BIG agencies in 

this business. 

e Big in point-of-view. Big in personal ° 

service. Big in creative talent. Big in 

dollar value . .. in terms of what you 

get for each 15 cents of commission we © 

get. 

e We're a young agency—for business- bd 

men with young ideas. If that’s you. . - 

write for our new folder, “15 CENTS’. 

. That's the title, it’s free. ° 


ROYAL & DE GUZMAN vLivertising 


452 Fifth Avenue, New York 18, N.Y. * CHickering 4-0140 
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